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SURE FIRE 
SELLER FOR 


FART 


UNDER THE 


UPTOWN 


ane | MERCHANDISING 
B CORONA LAST “= | —PLAN—= 


Uptown Style 
in Cordo Calf 
Widths AA to D 
Sizes 6to12 


lights in the Uptown Shoe-of-the-Week pro- 
motion plan for Fall. It's the smart new shade 
that will capture the attention of young men as well 
as old men with young ideas... CORDO will be 
featured in Uptown national magazine ads, news- 
paper mats and on post card mailings showing it's 
= y actual color. 
A STAR BRAND SHOE But, this is only part of the story. This Uptown 
promotion will put new life and zip in your men’s 
business, so write for full particulars. We know you 
Over 6,300,000 Men will will be interested once you have heard the whole 
see UPTOWN ads this Fall story. Uptown shoes retail from $5.00 to $6.50. 


ROBERTS J OHNSONS RAND 


Granch of tnternationa!l Shoe 
ST. LOUIS, MO. 


UPTOWN SHOES a product of the STAR brand SHOEMAKERS 


THOUSANDS OF DEALERS THROUGHOUT THE COUNTRY HAVE BUILT THEIR BUSINESS ON THE 
SOUND, DEPENDABLE STANDARDS OF STAR BRAND « QUALITY WHICH IS NEVER LOWERED 


[Pircns is but one of the merchandising high- 
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CtCE OF THE hade 


A TRAVELING man said to a shoe 
merchant: “I want to tell you this 
in the strictest confidence.” 

The shoe merchant replied: “I 
suppose someone told it to you in 





the strictest confidence. Well, it 
has been a saying in my life that 
what one fool can’t keep, two fools 
certainly can’t keep.” 


* * * 


A LARGE amount of attention is 
directed to the store window as a 
sales promoting vehicle. In the early 
days of retailing, the shoe shop win- 
dow was merely a repository for 
a few signs or, as was often the 
case in the country general stores, 
a storage place for excess merchan- 
dise. The idea of using the win- 
dow for exhibition purposes did 
not appear until the 1890’s, when 
the department stores began im- 
proving their ctore fronts and hir- 
ing window dressers to put in “ar- 
tistic” exhibits. It was not until 
the new century was several years 
old, however, that retailers gen- 
erally discovered the full possibili- 
ties of the window display in ac- 


tually making sales. 


*6CHOOSE these chic versions in 
felt or velvet to wear with your 
new black dress,” says Best’s, dis- 
playing hats. In bags it is suedes 
strong, some patent and plenty of 
handles, instead of envelope styles. 
In shoes we have suedes, with some 
patents. And matelassé dresses are 
very popular. All of which allows 
a woman to develop unusually strik- 
ing dull-and-shiny ensembles. 


* * * 


THE big picnic scheduled for Aug. 

21 by the Michigan Shoe Travelers 

Club and the Detroit Retail Shoe 

Dealers Association will have three 

unique ball games, it was disclosed 
ho. ore SUN IN_THE 

GAME 





this week by George Frayne of 
R. H. Fyfe & Company, who is 
chairman of the baseball commit- 
tee. Six special teams are being 
arranged, to play in the following 
sequence: Boys vs. Girls, Fathers 
vs. Sons, Downtown Stores vs. 
Shoe Travelers. 
* * * 


FRANK MORE, well-known fig- 


ure in the San Francisco shoe trade 
and owner of the Frank More Shoe 


(11) 


Shop, became a grandfather when 
his eldest daughter presented him 
with a grandson, weighing six 
pounds and nine ounces. The baby 
was named Franklin More Wolf. 


Ts ANOTHES SHOE MAN 


“T 1 


This also makes Mr. Henry Wolf, 
manager of the Frank More Store, 
a proud and happy father. Both 
men received the congratulations 
of their fellow shoe men in San 
Francisco. 

Franklin More Wolf has also 
heen doing well by himself since 
he started his career in this world, 
having gained five ounces in two 
weeks. He'll be ready for his first 
pair of shoes before long. 


* * * 





IT is traditional that once Govern 
ment bureaucracy gets planted, it 
flourishes like the green bay tree. 
There are examples without num- 
ber. One is the Public Contracts 
Board. Set up in the Department 
of Labor under the Walsh-Healey 
Act, its sponsors said it was aimed 
at sweatshop hours and wages on 
work done for the Government. 
Since then the Board at the urging 
ef organized labor, chiefly CIO, has 











































reached into regulation of indus- 
tries and is reaching for more, 
which cannot by the remotest de- 
gree be called sweatshops. Indeed 
right now the Board is preparing 
to fix wages in steel, the biggest 
problem it has faced or may ever 
face. CIOs affiliate demanded that 
steel wages be fixed despite the fact 
that they are next to the highest 
industrial wages in the country. 
SWOC feared wage reductions and 
steel may suffer them. It also 
thought it was striking at compa- 
nies it has been unable to organize. 
Instead it promises to hit hardest 
little companies which SWOC has 
organized. 
* * * 

S°THERE is nothing which has 
yet been contrived by man, by 
which so much happiness is pro- 
duced as by a good tavern or inn.” 
Samuel Johnson. 


* * * 


A RETAILER up in New England 
sorts out shoes from stock each 
month, bundles them up, and sends 
them to the charity which, in his 
opinion, has the most need of them. 
His name might be given were it 
not that he never mentions this 








method of stock clearing. Some- 
thing in the way of “unremem- 
bered deeds of kindness,” so it 
seems. 
& * * 

S. J. FOSDICK of Boggs & Buhl, 
Pittsburgh, Pa., says: 

“In considering floor managers, 
I sometimes think the attitude of 
the stores is apt to be: ‘Consider 
the lilies of the field; they labor 
not, neither do they spin.’ How 
frequently do we find in stores that 
our floor managers are poorly 
chosen. They frequently are peo- 
ple who have been transferred from 
other divisions of the business. 
They are rarely properly fitted for 
the job or adequately trained. Too 
many of them are apt to be simply 
system ‘hounds.’ Too frequently 








0 TEMPORA, 0 MORES 





—Governments expect individuals 
to be honest. 

—But governments themselves are 
not always honest. 

—For governments repudiate 
debts, break treaties and often- 
times treat sacred agreements 
as mere scraps of paper. 

—An individual does, or should, 
look up to his government for 
moral and ethical leadership. 

—But all too often his government 
"lets him down." 

—How can individuals be expected 
to be honest, when their own gov- 
ernments are not honest? 

—Most of the world's troubles to- 
o can be traced directly to the 
dishonesty of governments. 


Zot 6 Tee 


President 





they do not have the teacher in- 
stinct. Their qualities of leadership 
are low. They do not have the sell- 
ing instinct.” 

* * * 


THE business recession is expect- 
ed to put a $750,000,000 crimp in 
Federal revenue for the current fis- 
cal year. Even if the upswing con- 
tinues, Treasury officials anticipate 
the 1938 income will be at least 10 
per cent below the $69,000,000,000 
total in 1937. The $6,241,661,226 
total which taxpayers turned into 
Federal coffers during the 12 
months ended June 30 established 
an 18-year record. 


* * * 


THOMAS J. FLEMING of The 
Alms & Doepke Company, Cincin- 
nati, Ohio, says: 

“Any sales help plan must, of 
course, take into consideration the 
following factors: (a) The num- 
ber of salespeople must not be 
permitted to fall below the mini- 
mum amount necessary to properly 
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man the department; (b) There 
must be sufficient nonselling help 
to carry out the various functions 
without impairing service to cus- 
tomers. 

“Flexibility is the chief advan- 
tage of daily planning, but the 
flexibility can become a disadvan- 
tage if it is used only to add ex- 
pense. The question to weigh is: 
Will the added person pay his 
way by production, or is it a 
means to give better service and 
thus build business over a long 
period with little immediate re- 


turn?” 
* * * 


ANOTHER ROUND PEG 


When Peter Peters quit his job 

In the Oretown Iron Mills, 

He had some money in the bank .. . 
He had no unpaid bills. 

Of hours and wages, mills and plants, 
He now felt grandly free. 

He knew where guys got easy jack— 
He’d start a Bootery. 

To him, it seemed, a business man 

Need never save or pinch .. . 

But just enjoy, while others toiled, 

A life that was a cinch! 

He’d show these old-time fogies 

How a business should be run . 

And as for other stores in town, 

With them he’d have some fun. 

The Opening was a Grand Success— 





Pete’s friends all came to look— 

Some bought his goods and paid him 
cash; 

More charged it on the book. 

It’s hard to fit a peg that’s square 

Into a hole that’s round .. . 

Success in business minus work 

Is very rarely found. 

(And friends who make your store a Club 

Will run it to the ground.) 

A year or two, it might be three, 

And this is what we find... 

Poor Peter Peters’ stock is low 

His Bills are way behind. 

(Somehow the other stores in town 

Don’t seem to care or mind.) 

With goods marked down below their 
cost, 

Pete hit “the pace that kills,” 

Till soon his total assets were 

A lot of dead-beat’s bills. 

(So Peter took a job again 

In the Oretown Iron Mills.) 

—Joun COLVILLE 


(Names and places fictitious.) 
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TREASURY SECRETARY MOR. 
GENTHAU, one of the few Admin- 
istrationites who advocated a bal- 
anced budget and curtailed Gov- 
ernment expenditures back in 1937, 
now takes the view that large ex- 
penditures for public works to pro- 
vide employment are “a necessary 
investment to maintain the spiritual 
health of the people.” 





THE Greeks chewed the tongues 
of their shoes and found it good for 
what ailed them. So says a squib 
in the public prints. Vegetable 
tanned leather for the tongues, 
doubtless. 
* * * 

EXPORTS of leather footwear 
from the United States in June 
were considerably higher in both 
quantity and value than for June, 
1937. Foreign shipments numbered 
151,916 pairs, valued at $278,523 
against 108,772 pairs valued at 
$217,707 for the corresponding 
month last year, according to the 
Leather and Rubber Division, Bu- 
reau of Foreign and Domestic 
Commerce. ’ 

Six months’ cumulative figures 
likewise show a gain over the first 
half of 1937. Exports amounted 
to 1,079,054 pairs with a value of 
$2,362,573 in contrast to 872,630 
pairs valued at $1,895,862 for the 
first semester of 1937. Average 
values per pair remained about the 
same—$2.19 for the first half of 
1938, and $2.17 for the correspond- 
ing period of 1937, it was stated. 

June importations of leather 
boots and shoes numbered 494,703 
pairs valued at $255,937, while in 
June of last year they amounted 
to 551,321 pairs valued at $278,- 
755. Six-month cumulative statis- 
tics, however, show a slight increase 
in imports with 3,316,645 pairs 
valued at $2,200,414 for this year, 


and 3,239,411 pairs valued at $1;- 
782,347 for the corresponding pe- 
riod of last year. 


* * * 


THE White House dominated 12- 
man Executive-Legislative monop- 
cly committee expects to start its 
probe of business and finance some 
time in October. Vast quantities 
of data are being prepared back in 
the offices of reformers who are 
bent on making over the country’s 
economic system from Dan to Beer- 
sheba. Of the long list of subjects 
to be buzzed into are numerous 
ones of direct concern to retail and 
wholesale lines. Included in the 
topics are chain store distribution, 
retail price maintenance, retail 
price discrimination, loss - leader 
selling, classification of customers, 
and uniform price postings. While 


[13] 


the chain store boys may be in for 
heavy weather, it is also likely that 
the Miller-Tydings and Robinson- 
Patman Acts may be tossed for a 
loss. 
* * * 

THE United States District Court 
for the District of Columbia has 
held that Congress was treading on 
unconstitutional ground when it au- 
thorized the District to tax inter- 
state business under Washington’s 
controversial business privilege tax 
law of 1937. Under the 1938 law, 
which was revised to permit non- 
resident firms to pay the tax on 
enly a portion of their receipts 
from District trade, merchants are 
paying their taxes under protest. 
Difficult to enforce and disappoint- 
ing as a revenue producer, the law 
has been a headache to distributor 
and District officials alike. 





Boss:—''In case any one wants me, Miss Jones, I'll be out for a while!" 
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NEW fashions are always good cheer for the shoe 
merchant, for new dresses, new coats, and new en- 
sembles call for a complete new shoe wardrobe. A 
good barometer for Fall shoe styles in the Middle 
West, as well as the rest of the country, was estab- 
lished during the first two weeks of August with 
a round of style shows and garment markets in 
Chicago. Here were presented many new style crea- 
tions, many of them products of Chicago and Mid- 
Western manufacturers. The various openings 
were presented by the Style Creators of Chicago, 
The Merchandise Mart with its Women’s, Chil- 
dren’s, and Infants’ Wear and Accessories Clinic, 
The Chicago Wash Apparel Association, and the 
Style Exhibitors. 








NEARLY all of the garments shown were of the 
type that will be worn by the woman with average 
income, and since they will soon be in shops and 


stores, shoe merchants would do well to acquaint 
themselves with their fashion futures. 

In keeping with the usual Fall trend, black re- 
mains the prevailing color in smart apparel, which, 
of course, calls for mass promotion of black shoes 
in all styles and materials. However, from all in- 
dications wine will provide the best opportunity 
for novelty color promotion, due to the large num- 
ber of wines in fabrics and materials appearing 
under such names as chateau wine, autumn wine, 
deep red, and muscatel. Judging from the show- 
ings there may also be an avalanche of wine-colored 
accessories this Fall which should at least rival 
the récent. British tan vogue. Several black en- 
sembles, suits and dresses were shown with wine 
accessories which included hat, shoes, gloves and 
handbag. 

Blue should also be a good costume promotion 
color due.to the wide interest in several versions 
of it, largely in a greenish cast called “teal.” Since 
this is a popular forecast for early Fall, immediate 
shoe promotion is suggested. It is the general con- 
sensus of opinion of shoe men and fashion experts 
alike, that there will be a heavier than usual de- 
mand for brown in all types and all materials and 
particularly in the richer shades. This is due to 
the popularity of garments, particularly of a sport 
and tailored type, in beige, golden brown, copper 
and toast. This also calls for some good fashion 


Broad stripes, bold in color, strike a 
high fashion note in this new casual 
type coat combined with monotone 
frock. The boxy coat combines red, 
black and white fabric and is trimmed 
with marten. The shirtmaker frock 
has padded satin appliques on the 
bodice and the new straight line skirt. 
Plain black suede, black suede com- 
bined with patent leather, and wine 
are suggested for shoes for this cos- 
tume suit. Courtesy Style Creators 
of Chicago. 


promotion of the leathers bearing the same or re- 
lated color names. Further indication of a good 
season for brown was the predominance of brown 
fur trimmings, and of tweeds, homespun and fleece 
in sports coats. 

One interesting trend that shoe men might well 
take note of is the use of multi-colored and solid 
color, wide “corselet” belts on many of the new 
black dresses in the openings. Several of these 
were shown with shoes and other accessories to 
match the color of the girdle. 

Chicago is considered a style leader in costume 
coats and suits. A predominance of stripes in this 
classification indicate the possibility of promotion 
of shoes trimmed with contrasting color. Several 
local style experts are pointing to a good season 
for reptile trims due to the early showings of 
stripes and alco of lamb and other light fur trim- 
mings appearing at the showings. 

Shoes worn by models in the show presented by 
the Style Creators of Chicago, who produce a large 
number of the country’s costume suits, were fitted 
by the Florsheim shop, located in the Chicago 
Loop. Many of the shoes were black suede, due 
to the predominance of black costumes. Nearly 
all of these had some trimming, patent leather and 
reptile predominating. Several were shown with 
silver trimming, particularly for wear with striped 
or fur trimmed garments. With the earlier Fall 
dresses some modified toeless shoes were chown 
but the majority on the runway were tailored ties, 
stepins and pumps. Brown suede was shown with 
tweed suits with the brownish and copperish cast 
and also with coats and suits trimmed with brown 
fur. Wine shoes were shown with wine-colored 
frocks and suits. Blue. gabardine was selected to 
complement the blue garments. 

Nearly all of the fashions were in keeping with 
the country-wide adaptations of Edwardian and 
Louis XIV influences. Daytime clothes showed a 
trend toward narrow shoulders with “stick-up” 
sleeves, continued narrow waistlines and slightly 
exaggerated bulk above the waist. The new bodice 
has a soft look produced by multiple shirrings at 
shoulders and high-fitting yokes, by endless fine 
pleats and bloused-back effects, by the new dolman 
sleeve that is not exactly a dolman, but mostly a 
widened armhole. 

[TURN TO PAGE 38, PLEASE] 
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THIS year, by better promotion, let’s sell the man 
more types of shoes. But, the average man is neither 
experienced or expert sartorially. He needs to be told, 
and taught. The thing that must be avoided is the idea 
of going to business in sporty clothes and sports shoes. 
Obviously the man who wears tweeds and cheviots for 
general business wear must have a dress-up outfit 
suited for church-going, an informal evening and simi- 
lar occasions. The ideal setup for this man would be 
a dressy shoe for the dark suit, and an in-between type, 
and a spectator shoe to go with the tweed. Then add 
active sports and formal shoes and you arrive at the 
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- - - ADVERTISING IDEAS for 





R. E. ANDRUSS 


Copy for this and the accompanying 
ad visual will be found at the end of 
this article developed in detail. Shoe 
illustrations shown in the layouts may 
be secured from your manufacturers 
mat service. 


“balanced shoe wardrobe” which is the idea and pur- 
pose of National Men’s Shoe Week. 

There’s promotional material also in pig, novelty 
grains, walled lasts, “brutier” shoes, bootmaker finish, 
dark wine and other Fall style trends—but you must 
“put them in their place”—the wardrobe idea must be 
brought into play to get the increased pairage you want 
—to sell customers additional shoes instead of simply 
different shoes. 

Nice thing about the wardrobe idea is that the man 
to whom you sell the idea (and the shoes) will: be 
pleased. While he will vehemently deny it, most every 
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NATIONAL MEN’S SHOE WEEK 


I f men’s shoes, and apparel, were given anywhere near the 


publicity that women’s attire is given, men would be far better 


acquainted with styles, and would buy many more pairs. 


man enjoys knowing, and being told, that he is well 
dressed. 

While you can do this educational work among your 
own customers in your ads and windows, by direct mail 
and at the fitting stool, Cooperative Promotion of 
National Men’s Shoe Week is to be preferred. Not only 
will you attract a larger audience, but make a deeper, 
more lasting impression on the community as a whole. 
United, your local stores can do things in a bigger, 
more effective way. Suggestions for cooperative organ- 
ization, general promotion and display appeared in 
Boot AND SHOE RECORDER, July 16. 

A promotion feature, good for both newsreels and 
newspapers, is photographs of well-known local men 
“selecting their Fall wardrobes,” which would bring 
out such captions or comments as, “Mr. A. chooses 
light tan brogues to wear with his new Fall worsteds, 
while Mr. B. prefers tobacco brown tweeds with darker 
Lrown shoes.” If a series of five photographs showing 
groups of shoes for business wear, dress-up wear, 
leisure wear, sportswear and formal wear could be 
made to use on the feature page of the paper, with a 
descriptive article giving general style information, and 
a caption under each picture telling which stores the 
shoes came from, it would be a great interest getter. 
This same material would make a good folder for en- 
closure with the announcement of National Men’s Shoe 
Week. 

A thought worth repeating from a previous article 
is that he-men of past eras were not considered “sissies” 
because they dressed in gayer clothes. A feature article 
using some pictures of famous characters of these early 
periods would be interesting, especially when used as 
decorative spots with a larger group photograph show- 


In the May 28th issue of Boot and Shoe Recorder 


“The most important single note in town cloth- 
ing, and certainly the trend which will make 
itself felt especially on the kind of street shoes 
you will sell this Fall is semi-sports attire. It 
is briefly the cutting of cloth usually associated 
with country suits in the casual tailored man- 
ner of th town suit, or the wearing of more or 
less formal accessories, such as the bowler hat, 
light gloves, dressy shirts and dark ties, with 
an otherwise sporty tweed or Cheviot.” 


ing the man in the five different types of Fall clothes— 
as previously listed. 

The sources of style developments can also be played 
up, cooperatively or individually, as well as outstanding 
style themes. For example, the Norwegian moccasin 
and ski boot types which often show the mudguard 
treatment. The Tryolean, or peasant influence. From 
the Fall racing meets the saddle shoe of reversed calf, 
and the two eyelet jodhpur or lowboy, the last with 
the squarer toe, boot heel and heavily wheeler edge 
trim. Watch the reports in the various magazines for 
pictures and stories concerning men wearing these new 
styles. The general public follows the style leaders in 
the class group they emulate. 

When you show pig, novelty grains, walled lasts, 
wine-color waxed leathers and other promotional shoes, 
be sure to give them “wardrobe” surroundings or 
atmosphere that will be interesting and informative to 
your prospective customer. It is this sort of “educa- 

[TURN TO PAGE 33, PLEASE | 








om AMAN IS AS SMART AS HIS SHOES 


Wotes on choosing YOUR 
FALL SHOE WARDROBE! 





































































































STORE NAME 
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THE Sado's siete me 


“Hair-up”’ vs “Bootstraps’’ 








LISTENING to a broadcast of fashion from Paris in 
early August, we heard an emphasis put upon “Hair 
Makes the Fashion—Is Your Hair Up, or Is it Down,” 
and it certainly was a startling demonstration of style 
action, having an immediate effect on American femi- 
nine listeners. 

There may have been a trend towards putting. the 
hair up on top of the head prior to this time, but the 
suddenness of the movement for a change in hair- 
dress was made evident to us by seeing a demonstration 
two days after the broadcast in a 5 and 10c. store, be- 
fore a group of not less than 100 women. These women 
were gathered around a counter where a very pert and 
pretty blonde was demonstrating how to put your hair 
up. She was marketing curlers, hairpins, combs, etc.— 
evidently a quick business brain was behind the pro- 
motion. 

The audience of women were taking it all in, so that 
they too might achieve high fashion in the art of hair- 
dressing. 

I'll say this for the model, she had a beautiful hair- 
line, pretty ears and everything. The less said about the 
audience the better, because long bob:, covered ears, 
floppy hats, make impossible any remark by as dumb 
a male observer as myself. But, this I do know, the 
millinery people were caught somewhat unawares of 
the speed of the movement for pushing the hair up. 
Along Fifth Avenue you could see young ladies who 
had achieved the new hair creation carrying hats in 
their hands. One or two young ladies, well sunburned 
after a vacation at the shore, showed bare white ears 
and clay-colored necks. But for all that, “uphair” may- 
be a style movement of some real importance. 

The whims of women are most wonderful. The new 


style in hair-dress may violate all the rules of the game, ~ 


and yet succeed because of a desire for change, or for 
being in style. 

Women’s heads have been tremendously important 
in the commercial sense ever since the Garbo started 
the long bob. Hair became a halo and because it could 
be fashioned in any coiffure it lent individuality, 
glamour, etc. It also emphasized youth. Certainly more 
money is spent on “face and hair” than on footwear. 
Now, it’s evidently good business to push the hair up, 
bringing about a significant change. This style change 
may extend all the way down to shoes. Who can tell? 

But, it may not go any further than its present mid- 
Summer madness, for if it makes a woman look older, 
or makes her look like a “wash-woman,” or makes her 
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ears conspicuous, if they are not well-shaped, then the 
whole thing will be modified into something else. 

As a millinery promotion, it may put all the old hats 
in the closet and bring out a new line of fancy things, 
even to those as diminutive as doll’s hats. It’s all good 
promotion for the millinery and hair-dressing, and 
cosmetic businesses, and for keeping the eyes of man- 
kind up. That’s the reason why we foundered around 
in the above paragraph; trying to tell you something 
about it. 

Now, we'll give you what was broadcast from Paris: 


“Hair makes the fashion and it’s what makes the differ- 
ence. Whether you wear it down on your shoulders is the 
big Paris question. ‘To be or not to be’? isn’t in it with 
‘Is your hair up or is it down?’ Is hair more seductive up, 
is it more killing? It’s a real questionnaire poseur. 

“Men will be full of answers and will probably have a lot 
to say, as usual. They'll be terribly for it or terribly against 
it. But don’t forget that when women started bobbing their 
hair, fathers were shocked and husbands raved, and many a 
wife had to ask permission before she dared brave the bar- 
ber’s scissors. The hair-up, hair-down battle is likely to be 
equally violent. 

“Your ears will not only have to be washed, but positively 
groomed—they’ll be so important. The woman with small fea- 
tures is going to come into her own and be the new beauty. 
The tininess of the head is important. Possibly at first you 
may think you look older with your hair. up. Even if you 
do, you’ll be more feminine, more enchanting and much more 
womanly. It’s the grown-up look versus the glamour girl, and 
the adult woman has a wonderful chance. 

“Now about hats. Fashion is in the head—not only in the 
hair but in the hat too. Hats are universally small, worn on 
the side of the head and tilted well over the forehead. Some 
are tied under the chin. There’s ostrich galore and many fur 
hats. With the high-necked evening dresses we're in a period 
of evening hats again—very small evening hats.” 


Most of the broadcast was on this heady subject, 
even though the event was the Paris Mid-Summer 
Dress Openings. Only a modest two paragraphs were 
aired about shoes, and this is the statement that came 
over the air, that bubbled and boiled my wrath, and 
made me wonder whether our reporting from Paris 
has been derelict in not being able to sense as important 
a fashion movement in shoes. 

Here’s what the voice said over the air: 

“Now something you won't believe and I could hardly believe 
it myself either. The old-fashioned high black kid shoe but- 
toned to well above the ankle is being shown in Paris. At 
Schiaparelli’s opening the entry of a mannequin wearing an 
evening gown and high pink kid buttoned boots caused such a 
noisy buzz of excitement that the buyers in the other rooms 


wondered what on earth was coming or could be going on. 
Could you blame them!” 


Our answer in two words, Ho Hum. 
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(Right) Charming asymmetric 

stepin of blue suede with two- 

tone blue braid trimming. Note 

scalloped line of vamp. Tweedie 
Footwear. 


(Left) Illustrating the growing 
importance of glove-fitting shoes 
in elasticized suede. The back 
and mudguard trimming. are of 
smooth calf. Boyd-W elsh. 





(Right) High-riding gore stepin 
of black softie calf with wine 
calf platform sole and trim- 
ming. Kane, Dunham & Kraus. 


(Below) Combination of black 
suede and perforated calf in 
gore stepin. Unusual trimming 
detail on the vamp. Forrest 


Park. 


(Left) Typical of the increased 

interest in leathers with grained 

surfaces, this pump of black * 
granite kid. Paramount. 


(Left) The use of square cut- 
outs and scalloped edging be- 
“ low the wide band of goring, 
(Right) Scroll tongue and strips wy cee distinguishes this stepin of wine 
of smooth calf, piped with beige Tae tie? ie suede. Jones-Walsh. 
lustre kid trim this suede stepin 
of chateau wine. Queen Quality. 


(Right) Camisole treatment in 
the scalloped top line of this 
black suede stepin simulating 
high front oxford. Lacing of 
grosgrain ribbon. Vitality. 








(Below) Black calf side gore =" 
stepin with the scalloping [aa 
around the top repeated in the ie 


stitching on the vamp. Pennant. 





FROM SZCOND LIVE SHOWINGS 


SLELOUIS SPECIALTY MANUFACTURERS 


S¢WW HAT shall I buy for my second run of Fall shoes? 
What are the fashion trends in materials, colors and 
patterns?” 

The shoe merchant with his ear to the ground for 
the latest fashion news is already beginning to ask 
himself these questions and to turn to the leading shoe 
markets for guidance in his second Fall buying. From 
the St. Louis market come reports of certain strongly 
marked trends. 

Leading Leathers 


In the first place there is a new slant on materials. 
While smooth calfskin is expected to be the leading 
leather, other finishes and other leathers will play a 
bigger part than in the past several years. A number 
of prominent manufacturers expect suede to continue 
longer than usual. One reason for this change is the 
increasing popularity of elasticized suede which is 


fine jee = fea Sige nth er carrying over strongly into the second Fall run. 


stepin a good example of this 
season’s tailored shoe. Johnson- 


Stephens-Shinkle. me The interest in textured and grained surfaces has been 
a pe steadily growing and will be seen in both calf and kid- 
skin shoes. Included among these are calf reptile prints 
and various grain effects in kid as well as calf. Grained 
surfaces in kid are being used in both tailored and 
dressy shoes and, together with various types of draped 
treatments, are expected to keep kidskin prominently in 
the fashion picture. The come-back staged by kidskin 
in Spring and Summer lines seems to have settled into 
a steady normal acceptance of this leather by manufac- 
turers of medium, as well as, high-priced shoes. Real 
reptile skins should also be noted as important both 
for trimming and allover shoes. 

Some patent leather will also be sold. One manu- 
facturer suggests it as ideal for a stormy weather shoe. 
As a trimming on suede it continues into the second 
run, although a great deal of calf and kid are also used 
on suede. Suede is also being used as a trimming com- 

bination with kid or calf, but in a limited way. 
[TURN TO PAGE 28, PLEASE] 


More Use of Grained Surfaces 
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Blue calf stepin with 

pleated bow knot effect 

on the opened-up vamp. 
Rice-O’ Neill. 


Blue suede stepin with 

perforated elasticized in- 

serts at sides. Smooth calf 
lacing. Brauer Bros. 


Camisole treatment in a 

black suede gore stepin 

with patent lacing. Brown 
Air Step. 


Platform sole and lacing 
of smooth wine calf on 
glove-fitting black suede 
shoe. Johansen. 
Six-eyelet oxford in black 
kid with graceful throat 
line and pin tucking. 
Blue Ribbon shoemakers. 


Scalloped top, cutouts, 
perforations and side 
gores are combined in this 
brown calf model. Milius. Grained calf in low. 
heeled softie with folded 
tongue and mudguard. 
W olff-T ober. 
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QUEEN QUALITY features 90 In-Stock Styles 


This ad featuring five In- 
Stock Styles will appear in the 
September Harper’s Bazaar 


Queen Quality features what is perhaps the largest and most 
versatile line of In-Stock shoes in its price range. 


Each shoe is correct in fit, styled right and priced to give the 
dealer a liberal mark-up. 


QUEEN QUALITY SHOE COMPAN Y. 


Branch of International Shoe Company 
ST. LOUIS MISSOURI 
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PETERS NEW FALL#I 
VALUE COMBINATION THAT WILL BUILD A BIGGER TT 


$200 and *3°° retailers In Stock 








6624—Patent, Gun Metal Trim, McKay, 9/8 Tap 
Rubber Heel. 

Growing Girls, AA-A-B-C, 314-7 

Misses, A-B-C-D, 12-3 (8/8 Heel) 

Child’s, B-C-D, 84-11% (Rubber Spring Heel) . 


6438—“‘Weather Bird’’, Black Calf, Patent. Trim, 
Stitchdown, Retan Double Sole, 8/8 Leather Heel with 
composition Top, AA-A-B-C, 12-3 


6623—Black Smooth Leather, Lizard Print Trim, 
McKay, 8/8 Tap Rubber Hecl. Misses, A-B-C-D, 


Child’s, B-C-D, 84-11% (Straight Breasted Heel)$1.30 


5830—“‘Weather Bird’’, Patent with Lizard Print Trim, 
McKay, 7/8 Leather Heel, composition Top, Zipper, 
AA, 13-3; A-B-C, 12-3 


6047—Red Bark Leather, Indies Brown Split Trim, 
Flexible Stitchdown, Natural Crepe Sole and Clog 
Heel. AA, 414-9; B-C, 3%-9 


6455—"“Weather Bird’’, Brown Elk Stitchdown, Natu- 
ral Crepe Sole and Heel. A-B-C-D, 12-3 


6044—Brown Elk, Flexible Stitchdown, Natural Crepe 
Sole and Heel. A-B-C-D, 12-3 


5846—“‘Weather Bird’’ Brown Leather, Brown Lizard 


Print Trim, McKay, 9/8 Leather Heel with comp 
tion Top. Growing Girls, AAA-AA-A-B-C, 354-7. 
Misses, 22, 13-3; A-B-C, 12-3 (7/8 Heel) 
Child’s, B-C-D, 814-1114 (Wedge Heel) 
6433—“‘Weather Bird’’, Black Calf, Stitchdown, Do 
Retan Sole, 7/8 Tap Rubber Heel. 

Misses, AA-A-B-C, 12-3 


Child’s, A-B-C, 814-1114 (Rubber Spring)... . . .$1. 


See the PETERS catalogue No. 74 for complete sho" 
ing of Infants’, Misses’, Children’s, Growing Girls’ # 
Boys’ Styles to retail from $0.98 to $4.00. 
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SELL MOR 


LLUINES OFFER AN ALL-LEATHER PRICE- 
ERGHILDREN'S BUSINESS FOR YOU... 


Ik In children’s shoes, wear is the big factor, once the foot is 
properly fitted. That's why you find nothing but solid leather 
construction throughout in Peters juvenile lines. Every ounce of 
leather used is carefully selected for grade. Specifications call 

for higher-than-average quality for each price level. We never 
grade down—always up. On the basis of our large production, 

our dealers therefore enjoy the benefits of many economies 
which in turn are reflected in longer wear, greater turn-over on 

a smaller investment and fewer mark-downs. The result is a 
bigger, more profitable juvenile business. Let us explain to you 

the opportunity for better profits to be had from our new price- 


value combination. 





We have a very interesting cooperative advertising and merchandising program 
on children’s shoes— one that is guaranteed to increase your business. Write. 
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They’re on Their Way 


BOOT ann SHOE RECORDER, August 20, 1938 


BACK to SCHOOL and COLLEGE 









Q@NCE again th> approach of the school year brings 
up the perennial problem in thousands of homes, and 
once again it is the duty and privilege of all responsible 
shoe stores to help the youngsters get a break through 
dramatizing and emphasizing the importance of “send 
them back to school in shoes that fit.” 

At the juvenile style meeting at the Waldorf-Astoria, 
March 29th, the chairman, Mrs. Finley, commented on 
the fact that “33 per cent of children’s shoes are not 
fitted, but bought over the counter by parents having 
only an approximate idea of their children’s require- 
ments.” Within a year, advertising has appeared in a 
magazine read by parents that certain shoes were better 
for children, because they didn’t wear too long, as 
better shoes might. No mention was made of the fact 
that these shoes were sold over the counter, without 
fitting. It was simply a “clever” bit of promotion, built 
to create confidence in a principle that is entirely wrong. 

Conscientious shoe men and women must unite in an 
effort to help those children who are the defenseless 
prey of mercenary merchants. Like other evils, this one 
will be corrected eventually. It should come about 
through the united efforts of shoe stores that are gen- 
uinely interested in rendering sincere, intelligent fitting 


On a compo board panel in tan 
make a “little red school house” 
of cut-out paper. The lettering 
is brown. The white steps are 
extended out from the bottom 
edge of the panel. The sloped 
boards covered in tan cloth are 
anchored under the steps. With 
this setting show “when we are 
quite young”, “as we grow up”, 
* we go to high school”, 
and “when we leave for col- 
lege”. Other shoes may be 
shown on the floor. 


by 
R. E. ANDRUSS 


Sketch or photo (enlarged) of 
boy and girl is cut out as the 
background feature. The cap- 
tion is in cut-out blue letters 
against a tan background. The 
plateaus are covered in brown 
with tan edges. 


It Takes Longer to Grow a Pair of Feet 

than to Go from Kindergarten through 

College—Feet, as Well as the Mind, Need 
Proper Guidance All the Way. 


service in children’s shoes. It should not be left for 
some outside individual or group to seize upon, with 
the possibility of too stringent regulation. 

Through co-coperative effort, among the responsible 
stores in each community, an educational and advisory 
program can be built up that will have the whole- 
hearted support of every group and every individual 
interested in the welfare of youngsters. Then, the natu- 
ral development of any controlling legislation that 
may be required will be sponsored from within the in- 
dustry. 

As an immediate step forward, all stores doing a real 
fitting job should strive, individually and collectively, 
te carry on a strong campaign during this school season. 
Individually the various stores can promote the ad- 
vantages of their own shoes and service. Collectively, 

[TURN TO PAGE 36, PLEASE] 
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Science and Shoemaking 


By DR. JOSEPH LELYVELD, Podiatrist 
Director of the National Foot Health Council 


@CCASIONALLY we hear criticism about the way 
modern shoes are made. Some persons even go so far 
as to contend that shoes are not made scientifically. 
However, a study of the methods employed in making 
shoes, particularly those that are designed as arch or 
orthopedic shoes, soon reveals that methods, design 
and patterns used are not only scientifically designed 
but are also made by precision methods. The manu- 
facture of shoes is much more scientific than the meth- 
ods of fitting. The art of fitting shoes is based entirely 
on a knowledge that comes through the personal ex- 
perience of the fitter. 

On the other hand, the manufacturers have perfected 
the construction of shoes to a point where they may be 
correctly applied to feet providing the fitter selects the 
proper size in length and width and shape of last. 
When this is done, shoes that are made orthopedically 
correct as well as scientific, will allow the foot to carry 
the weight on three points of bearing, from the heel 
forward to the ball of the foot and off the toes. 

For years there was much controversy among doctors 
about the usefulness of the flexible or rigid types of 
arch shoes. Today most doctors agree that the foot 
requires a resilient arch, one that is rigid enough to 
support yet flexible to a degree that will prevent harsh 
pressure under the foot. 

There is, however, one principle in making shoes 
which meets with the approval of all doctors and that 
is that a shoe should bend freely at the ball of the 
foot—which is the only part of the foot that bends in 
walking. The average person walks about seven miles 
a day, slightly over eighteen thousand steps. On this 
basis the ball of the foot bends more than thirty-five 
thousand times and unless the shoe is sufficiently flexible 
at the ball—in front of the foot—the foot is strained 
and weakened and calluses form. 

It is safe to say that nearly every shoe store employs 
some competent fitters who know how to select the 
right types of shoes to fit correctly, also that manu- 
facturers are now using processes of sole construction 
to give greater flexibility in the front part of the foot. 


Fall Styles in Denver 


DenveR, CoLo.—Secrets in Fall shoe styles are creep- 
ing out at the May Company department store and at 
Fontius shoe store in new Fall charmers. 

Fontius is showing this week graceful creations in a 
beautiful new “pedestal sole” sandal for Autumn. This 
comes in genuine lizard of copper or plum tones, in 
either high or medium heel and presents a richness of 
appearance quite indescribable. Another “pedestal 
sole” is the walking oxford with Dutch Boy heel. This 
is shown in navy suede with plum pedestal and piping; 
‘copper with black; black with patent and brown with 
copper. Matching bags are offered in the ensemble. 
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As Seen in Harpers Bazaar 
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Fashion Notes for Fall 


[CONTINUED FROM PAGE 21] 


Greater Variety in Leathers 


EN general, the story of materials 
for the coming Winter includes a 
greater variety of surface interest and 
types of leather than in several seasons 
past. In fabrics, gabardine will be in- 
cluded in leading manufacturers’ lines. 
Its extensive use, however, will prob- 
ably be reserved for Spring. 


Color on the Increase 


Color is of growing importance this 
Fall in shoes as well as clothing. A 
colored coat or dress does not neces- 
sarily mean black, or even brown, ac- 
cessories. Color is being combined 
with color in new and subtle ways. 
However, there is still a strong demand 
for black shoes especially in suede. 
So, if suede is stronger than usual for 
the second run, many black shoes 
will undoubtedly be sold. The lead- 
ing colors for both the sueded and 
smooth leathers are brown and tan, 
rust and copper, wine and some blue. 
A true and lighter navy are both re- 
ceiving some attention, in spite of the 
tradition that navy is a Spring color. 
The fact that blue, wine and plum are 
fashionable garment colors is the ex- 
planation, since navy is a good acces- 
sory color for many variations of these 
three. Plum is also important in a 
limited way for shoes. Of course the 
wide range of browns will be the lead- 
ing shoe color family with brown furs 
slated for such an important place in 
the Fall fashion picture. 

The use of a contrasting color as 
trimming will continue to be very pop- 
ular in the second Fall run, especially 
in platform patterns. The extra sole 
area offers unusual opportunity for 
the introduction of a second color as 
trimming. 


Stepins Lead in Pattern Treatments 

In patterns, the stepin—high enough 
to require a gore adjustment or top 
of elasticized leather—is the outstand- 
ing favorite, although trimmed pumps 
and oxfords will also sell. The use 
of elasticized suede in a part, or, occa- 
sionally, the whole of the upper, estab- 
lishes the high, glove-fitting shoe for 
Winter fashions. “Softies” are also 
in the picture. 

Much of the detailing continues 
from the earlier run. Pleating, tuck- 
ing, draping, mudguard treatments, 
perforations, cutouts, some piping, 
stitching, braiding and, a newer dress- 
maker touch, ruching. Calfskin, as 
well as kid, is being draped, pleated 
and tucked. 

The two most important pattern 
ideas mentioned by one manufacturer 
are the platform sole and the high- 
riding front. Platform soles are very 
strong with the half-platform leading. 


Trend to Lower Heels 

There is much variety in heel 
heights, one manufacturer reporting 
acceptance of all heights from 12/8 
to 22/8, with the volume of choice 17 
or 18/8. Figures from one leading 
medium price house are indicative of 
the general trend. Out of ten shoes, 
seven will have 17/8 heels; two, 19 
or 20/8; and one, 15/8. A spectator 
shoe with built-up leather heel has 
been included by one manufacturer for 


this second line in response to a “tre- 
mendous” call for this type of shoe. 

Toes are round, some houses report- 
ing the trend as stronger than in the 
past‘season. Less open toes are being 
made, a natural tendency during Win- 
ter season. 


Summing It All Up 


All told, it looks like an interesting 
and varied shoe picture for the second 
Fall selling. Materials are more 
diversified, with more suede carrying 
over than usual; more kid; more sur- 
face interest in calf and kidskins; more 
reptiles, either prints or genuine. 
There will be a definite increase in the 
use of color over past Winter seasons. 
Patterns are not extreme but are flat- 
tering and practical. The gored step- 
in is easily first in all lines. Elasticized 
suede is gaining steadily, as is also the 
platform sole. 


Shoeworker Oldest Man 
In Marlboro 


MARLBORO, MAss.—Joseph Blanchette, 
for many years a shoeworker in Marl- 
boro, has reached his 97th birthday 
and is Marlboro’s oldest man. He was 
born in Canada, but has resided in 
Marlboro for a period of 75 years. He 
is still quite active and well except for 
his eyesight which is not as clear as 
in his younger days. For many years 
he was employed in the different shoe 
concerns of Marlboro as a shoeworker. 

He resides with his granddaughter, 
Mrs. LeMarbre, at 32 Pleasant Street. 
Mr. Blanchette has three sons, Joseph 
of Southboro, Victor and Stanislaus of 
Marlboro, and a daughter, Mrs. Na- 
poleon Hebert of Lynn. He also has 
seven grandchildren and thirteen great- 
grandchildren. 





Interesting Patterns for Juveniles 





Two outstanding shoes for children—a monk pattern in brown 


reverse calf with brown alligator 
genuine natural colored pigskin, 


trimming and a sport oxford in 
in brown, with striped 


piped 
welting and crepe soles. Both from the Gilbert Shoe Co., Thiens- 


ville, Wis. 
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Bernie’s Plan to Remodel 


FT. LAUDERDALE, FLA.—Bernie’s Shoe 
Store, owned and operated by Bernard 
Sawyer and Leonard Feldman, is plan- 
ning to remodel and refurnish. A new 
front will be installed and all fixtures 
and furnishings, including floor cover- 
ing, are to be replaced. This firm also 
operates a store in Fort Pierce. 

For Fall they have bought a great 
proportion of black, expecting that 80 
per cent of volume will run to black. 
The new plum and brown shades will 
take about 15 per cent of the business, 
with the remaining 5 per cent going 
to blue. Whites for women will not be 
so active this Fall as they will around 
the middle of December and from then 
on when the tourist season opens and 
when the all-white shoe business grows 
heavy. On the other hand, they are 
looking for a lot of white to move in 
men’s shoes this Fall. Black will be 
important also for men, with brown 
following somewhat behind. Purchases 
were made on a basis of early sale 
indications and trends. 

The wedge heel will lead in impor- 
tance, particularly as a back-to-college 
promotion and for the younger person. 
The older and more conservative wo- 
man is going to buy at least one pair 
of wedgies to try them—to see if they 
really are comfortable—and to be in 
style. Sport oxfords in calf are pre- 
dicted to be a big item for Fall. Suede 
will go over in dress shoes. A lot of 
stitching in contrasting color will be 
shown, as well as kid trim. Pumps and 
the high built-up models are looked to 
for good Fall selling. 

This shop has been operating a 
hosiery club and reports that it has 
had a good effect on the shoe business. 
It: is operated on the basis of giving 
the twelfth pair free when the cus- 
tomer has purchased eleven pairs of 
any one price line. Cards are issued 
each purchaser, and these are pre- 
sented for punching at the time the 
purchase is made. Not only has it 
built up the hosiery business, but it 
has brought customers to the store 
for shoes. As this is a family shop it 
means something to have the whole 
family trading there. The clerk at the 
hosiery counter is also wrapping clerk. 
When shoes are brought to her for 
wrapping she selects the correct hose 
for wear with that particular shoe 
and attempts to sell the purchaser. 
This suggestive selling has been a help 
in building up volume. 


Perfect Protection Sandal 


DETROIT, MicH.—A new type of pro- 
tective sandal for industrial use is 
being perfected by the S and S Factory 
Footwear Company, and will be placed 
on the market a little later. 

This is a sandal for use by factory 
workers, to slip right on over the shoe. 
It is a patented device, made on new 
principles, of a combination of fabric 
and rubber. It is stamped out in one 
piece. It is now being manufactured 
at a factory in northern Michigan. 


“THE peed of ee fashion LINE. 


NOW FEATURING THE NEW 


TASHION-TEX 


COVERED GORE SHOES 


ORIGINATED BY 
KANE, DUNHAM & KRAUSE 


$500 


retailers 
® 


The wonder line in the $5 field. Be 
sure to see it. Write for salesman or 
samples. 


KANE, DUNHAM & KRAUSE INC. 


1709 WASHINGTON AVE. 


ST. LOUIS, MO. 





The company has been established by 
M. W. and Cecelia W. Shea, and has 
headquarters at 4244 Livernois Ave- 
nue, in Detroit. Plans for marketing 
this product have not been completed. 

The sandal is intended primarily as 
a safety device, inasmuch as it de- 
creases chance of falling on slippery 
floors, in liquids or grease, and under 
similar conditions, and so should find 
a ready market among factory workers. 


Purchases Shoe Store 


Detroit, MicH.—D. Lazarus has pur- 
chased the Mary Lee Shoe Store at 
10525 West Jefferson Avenue in River 
Rouge, south end suburb, from Ed 
Cole and the Ira G. Kaufman Company. 
William Naftaly is the store manager. 

Plans are also being made to close 
the present store and move into new 
enlarged quarters a few doors down the 
street. Move will probably be made in 
about a month. 


Frank F. Phelps 


ELKHORN, Wis.—Frank F. Phelps, 
who for the past twenty or more years 
has been covering the Northwest for 
the Krippendorf- Dittman Company, 
passed away suddenly because of a 
heart attack recently, while at his 
country home at Elkhorn. 

Mr. Phelps retired recently from 
selling shoes on the road to spend his 


later days on his farm which is one 
of the finest in that section of the 
country. He was buried in the Rose- 
hill Cemetery, Chicago. 

There was no one better known in 
his territory than Frank. He was very 
likable and companionable, made many 
friends and held them, and knew every 
detail of the shoe business thoroughly. 
He leaves to mourn his loss his widow 
and one son. 


Visits Home Office 


Boston, Mass.—Robert L. (Mike) 
Stiles of Philadelphia, accompanied by 
Mrs. Stiles and their son, Bob, was in 
Boston recently for a few days. Mr. 
Stiles is the representative of the Co- 
lonial Tanning Company in the Penn- 
sylvania, Maryland and Virginia terri- 
tories, covering the entire territory 
personally with Colonial’s complete 
line of black and colored patent sides, 
kips and large. 


C. & H. Co. Remodeling 


MaRIOoNn, IND.—The C. & H. Shoe Co. 
are remodeling their quarters. To make 
room for the workers and to prepare 
for the new Fall and Winter footwear, 
they are closing out their entire stock 
of Summer footwear at half price— 
with the exception of two special arch 
shoes, which are offered at a reduced 
price. 
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dren’s Bootery, Miami, Florida, Uses the Boot 





WHAT have you been doing with your time during 
the recession period? Worrying, taking a vacation, try- 
ing to force business with sales or getting your busi- 
ness in shape for the “inevitable?” R. E. “Bob” Gal- 
lagher of Miami, Fla., has been doing the latter. Visit- 
ing Bob the other day we found him with a stack of 
Boot AND SHOE RECORDERS representing the last three 
years. He would take one, turning to the index. Some 
were thrown away, others would be ripped open and 
pages taken out. “What’s the idea?” we inquired. 
“Well,” answered Bob, “you know I am only interested 
in children’s shoes and these articles that are being 
saved are on that subject. Glancing over this informa- 
tion one realized he had a wealth of experience and 
wisdom properly indexed. He didn’t pass up other 
valuable ideas either. Articles from various publica- 
tions, “The Next Step Forward in Retailing,” “Adequate 
Accounting Records,” “Advertising and Planned Con- 
trol.” “Primary Factors of Lasts” by B. H. Cort, “Ortho- 
pedic Forum” by Dr. Joseph Lelyveld, “The Fitting 
Forum” and “How to Sell Shoes and Satisfy Cus- 
tomers.” Last, but not least, he had every editorial by 
Arthur D. Anderson, editor of the Boot AND SHOE 
Recorper. Why keep these, Bob was asked and he 
replied that their inspirational messages were a con- 
stant source of energy. Of course, this three-foot stack 
of magazines dwindled to a two-inch pile of paper, but 
everything is kept on file according to subject. 
Entering the Lorraine Children’s Bootery, one of the 
stores he manages, your are instantly impressed with 
the atmosphere of the store. The air is permeated with 
friendliness. The salespeople radiate satisfaction and 
confidence in their work. Questioning Bob on this 
angle he related that everyone working for him, regard- 





RECORDER HELPS 
Miami Man Get More 
Shoes Sold Right 


Robert Gallagher, Manager of The Lorraine Chil- 


and Shoe Recorder as an Active Guide in Con- 
ducting His Business, Keeping an Index of Every 


Article That Pertains to His Particular Field. 
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ROBERT E. GALLAGHER 


less of business conditions, knows he or she has a posi- 
tion for at least six months in advance from notification 
of a dismissal. When employers were having meetings of 
their personnel, informing them that business was bad, 
others barking that new faces would be seen if they did 
not do better, and still others stating that we have 
entered the worst depression we ever had (these were 
smart men, heading large organizations that made these 
statements), Bob was telling his employees to be un- 
usually pleasant and by all means please every cus- 
tomer. His resulting volume prove the merit of this 
system. 


BBOB is now managing director of three juvenile de- 
partments, all owned by different interests—Lorraine 
Children’s Bootery, Miami; Fairyland, Inc., Miami 
Beach, and the children shoe department in Yowell- 
Drew Co., a department store in Orlando, Fla. Asked 
what he attributed the success of these departments to, 
he replied, “Buy as requirements demands, sell at a 
profit only and have the entire organization read the 
book by Dale Carnegie, ‘How to Win Friends and 
Influence People, OFTEN.” 

Every wise business executive realizes today that one 
of the most vitally important elements in the successful 
conduct of any business is that of personnel manage- 
ment. The business with a loyal, enthusiastic group of 
employees working together in the interest of the firm 
and putting forth every effort to make it successful has 
the best chance of going ahead. For that reason “Bob” 
Gallagher’s experience is interesting and the methods 
he has used so successfully are worthy of the study of 
other shoe merchants similarly situated. 
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OUTSOLES ON MEN’S SHOES CAN 
HELP OR HINDER YOUR SALES 


Play safe— 
Buy by brand—Sell by brand 


SHOE STORE SERVICE starts with buying but it does not end 
with selling. The customer’s ultimate satisfaction is something to 
be reckoned with. Since outsoles on men’s shoes can help or hinder 
sales it is well to know of what quality of leather they are made. 
— by brand when placing orders. Sell by brand when serving 

le. 


KISTLER “BENCH BRAND” SOLE LEATHER 


A BALANCED TANNAGE 


deserves your confidence. It combines every manufacturing and 
merchandising merit. That’s what “Balanced Tannage” means. Your 
customers will find satisfaction in all it does for them. And such 
satisfaction means dollars for you. It is because “BENCH BRAND” 
sole leather has what it takes to satisfy, we suggest that you buy by 
this brand and sell by this brand. 
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Fitting Rule Maintains Steady Business 


V. V. McBryde, Owner of the McBryde Boot Shop, Detroit, 
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Interior view of McBryde 
Boot Shop, in the David 
Whitney Building, Detroit— 
a second floor store with a 
20-year background of suc- 
cessful. retailing. 


Mich., Has One Motto That is Strictly Carried Out in His 
Store and That is “Buy Them Big Enough.” Firm Adherence 


V. V. McBRYDE, owner of the McBryde Boot Shop 
in the David Whitney Building, is probably one of the 
best-known shoemen in this city, despite the modesty 
which has long kept his name out of the trade press. 
He has been in the business of selling women’s shoes 
some 40 years now, and the occasion deserves a story. 

Mr. McBryde entered the business as a salesman with 
the Carlton Shoe Company, of Atlanta, Ga., remaining 
with that firm for 12 years. He then went with the 
George Muse Clothing Company in Atlanta, for three 
and a half years. In this position, he opened a women’s 
shoe department in a men’s store—and to make it more 
paradoxical, it was the only department in the whole 
block, in any kind of a store, catering to women. That 
it succeeded must have been due to good salesmanship 
and management. 

Following this chapter in his career, Mr. McBryde 
was with the William H. Black Company in Indian- 
apolis for two years, and then came with the Plant 
Shoe Company in the Queen Quality store in Detroit, 
coming to this city in April, 1915. He remained with 
the Queen Quality store for three and a half years, 
and then branched out to establish his own store just 
20 years ago. 

The store itself has changed comparatively little in 


to This Rule Has Brought Him a Steady Repeat Business. 








that period of time, physically, at least. Sales methods 
have certainly kept up with the times, of course. The 
cwner is on the alert for new ideas, and discovered a 
new one—from a recent RECORDER article—to put into 
practice this very week. 

It is a second floor store, with private elevator and 
separate street entrance. Store is ell-shaped, with seat- 
ing capacity for about 50 customers. A balcony runs 
around the store, providing additional stockroom and 
office space. Fittings are in walnut finish, in a neat con- 
servative style. The store has a sales staff of seven, 
and a complete staff of 14 persons. 

Starting in business here, on Woodward Avenue, Mc- 
Bryde located his store in the building that is at the 
junction of Detroit’s two great shopping streets, meet- 
ing at a diagonal—Woodward Avenue and Washing- 
ton Boulevard, so that the store is strategically situated. 
The original organization here was the Rogers Shoe 
Company, which he bought out in 1918. About ten 
years ago, the men’s shoe department was sold out to 
the Nettleton Company, who still operate it on the first 
floor beneath, with a joint entrance with the McBryde 
shop. 

The McBryde store has never carried a cheap line of 
[TURN TO PAGE 36, PLEASE | 
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Advertising Ideas for National 
Men’s Shoe Week 


[CONTINUED FROM PAGE 17] 


Tailored Tred 


SHOES 


€§ combine the three 


a 


tional promotion” that builds the 
store’s style prestige and enables you 
to sell MORE SHOES FOR MORE 
OCCASIONS. And it is the increase 
in the shoe wardrobes of more cus- 
tomers that will increase your pairage 
—not merely selling a different shoe 
as replacement. 

In this connection it may be well to 
adopt the simple idea of the clothing 
store that showed a tuxedo, tails and 
cutaway in the same window, with a 
card beside each telling when, where 
and why it should be worn, with extra 
increase in sales resulting. Small cards 
accompanying each shoe or a few lines 
below an ad illustration will get much 
interest. 

A series of five newspaper ads can 
picture the shoes you carry for the five 
wardrobe groups—to repeat—business, 
dress-up, leisure, sports and formal. 
If you can tie-up with a clothing store 
that will go along on the idea, placing 
your ads side by side, you both will 
command attention. 

The thousands of inquiries regard- 
ing “what to wear” received by news- 
papers and magazines that have men’s 
style features is ample proof of inter- 
est that can and should be increased. 
It isn’t a matter of a month or a sea- 
son, and it’s going to require more 
study and better style understanding 
on the part of many merchants. It has 
been said by good shoe men that there’s 
no use talking “shoe wardrobe” when 
men haven’t got the money to spend. 
That attitude must be corrected. In 
women’s shoes, publicity creates ‘“de- 
sire.” Only in the lowest income brack- 
ets is her shoe purchase confined to 
necessity shoe purchases, But you must 
remember that since 1922, “style co- 
ordination” has been talked and taught 
to the women’s mass market. The same 
amount of effort over the same number 
of years would have made a lot of dif- 
ference in clothes appreciation among 
men. People are seldom interested in 
things they do not know about. 

It’s up to shoe merchants to unite in 
the carrying on of a program of pub- 
licity that will keep on telling men 
about style in a sensible sort of way, 
and back it up through tie-up in the 
promotions of each individual store. 


Copy For the Ad Layout—— 


The Right Thing In Footwear Adds 
Smartness To Your Appearance 


When you wear shoes that give you 
mental as well as physical comfort, 
you feel better and do better. Having 
the right shoes for each occasion is 
easy and economical if you keep the 
idea in mind when you buy shoes. Let’s 
figure it out—just study the five groups 
of shoes for various occasions sketched 


below—and then come in and talk 
things over. Once you have acquired 
a balanced shoe wardrobe to meet your 
own special needs, you’ll wonder how 
you ever passed up the idea for so 
long! 


Business Wear 

Like business suits, business shoes 
should be neither too severe, or too 
sporty. This Fall, they can be a bit 
heavy, perhaps a brogue, depending 
upon whether you wear a smooth fin- 
ish or a tweed suit. 


Dress-Up Wear 

Between business and formal shoes 
these—definitely suited to Sunday or 
informal evening, or important busi- 
ness appointment—and worn with a 
dark suit. 


Leisure Wear 

These shoes are what your wife 
might call “spectator shoes,” styled for 
your semi-sports clothes, and worn on 
your days off, to give you a change 
from business shoes. 


Sports Wear 

Whatever your favorite sport—wear 
the right shoes and enjoy the game 
more, After all it’s most sensible to 
wear shoes that are appropriate, and 
that’s the whole idea of a balanced 
shoe wardrobe. 


Formal Wear 

Wearing the right shoes with tux or 
tails is imperative. There’s no com- 
promise. One is either right or wrong 
—and it’s so satisfactory to know 
you’re right. 


Copy for Ad “B” 


Notes On Choosing Your 
FALL SHOE WARDROBE 


The idea of having a “balanced” 
shoe wardrobe is a good one, because 
it simply means having the right shoes 
for each occasion—for business, for 
dress-up, for leisure, for formal wear, 
for active sports. When you do that, 
you not only look smarter—you feel 
better. Select your shoes with the bal-. 
anced wardrobe plan as your guide and 
enjoy mental comfort as well as physi- 
cal comfort from your shoes. 


Information Wanted 


Boot AND SHOE RECORDER would ‘like 
to get in touch with an organization 
that collects worn shoes for the pur- 
pose of sale in export markets. We 
have an inquiry from West Africa for 
ladies’ shoes, slightly worn, and we 
want to get in touch with organizations 
that collect these shoes. 
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Sterling Gold and Silver Kid... 


Exceptional merit lifts a product out of competition into a place of its 
own. Such a product is Sterling Gold and Silver Kid. Its exquisite, 
uniform tone, supple, workable weights, and its unusually good adhesion, 
identify it as a superior example of leather craftsmanship . . . definitely, 


on a pedestal. 


TI CaLING. DIVISION 
ALLIED KID COMPANY 


Fourth and Monroe Streets, Wilmington, Delaware 
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THIS WEEK IN THE SHOE TRADE 
Satarday, August 20, 1938 


Natienal News 





Chicago Stores Feature Fall Shoes Early 





Tie-ups With Fall Costumes Begun Weeks Ago and Continue 
To Be Featured. Platform Soles Important in 
Early Fall Promotions 


Cuicaco, ILL.— Although Summer 
shoe sales still occupy most of the sale 
news in Chicago shoe stores and de- 
partments, Fall buying and promotion 
has also begun and is gradually gath- 
ering momentum. Indications in the 
opinion of all merchants point to one 
of the best seasons in several years, 
basing their judgments on the early in- 
terests of women in the newer shades 
and newest styling of shoes. 

Although August 15 is more or less 
accepted by most of them as the offi- 
cial opening for Fall shoes, for several 
weeks all shops and departments have 
been promoting their new lines through 
advertisements and window and case 
display. All of the department stores 
have been showing the newest Fall 
shoes with new Fall garments. 

Mandel Brothers recently devoted 
their main window at State and Madi- 
son to new Fall shoes in which they 
featured especially elasticized suedes, 
platform soles, and new vintage shades. 
Although black suede occupied a major 
portion in this promotion there was a 
predominance of wine and brown, and 
a goodly showing of blue. Many of the 
shoes were of the platform sole variety. 

O’Conner and Goldberg featured 
platform soles early this Summer and 
are continuing their promotion. They 
are showing them in a wide variety of 
combinaticns, one of the most popular 
being a black suede with a wine colored 
calf and patent leather platform. 
Marshall Field and Company has been 
devoting considerable promotion to 
platform soles in cool new suedes fea- 
tured as “Last minute versions of our 
very popular platforms . . . winning 
chic converts by the minute. Cool 
charmers designed to give you a walk- 
ing-on-air feeling and look. They’re 
perfect mid-season styles—and smart 
verification of the importance of sole 
interest in shoes.” 

Joseph Salon shoes are also featur- 
ing them in black doeskin with patent 
platform. 


Chas. A. Stevens & Co. with its 





DATES TO REMEMBER 


Monthly Shoe Buyers Days, Chicago 
Shoe Travelers Association, Hotel 
Morrison, Chicago, Ill... Aug. 29, 30, 1938 


Official Leather Opening, Tanners’ 
Council of America, and N.S.R.A. 
Style Conference for Spring, Wal- 
dorf-Astoria Hotel, New York 

September 12, 13, 1938 


20th Annual Convention, New York 
State Shoe Retailers’ Association, 
Hotel Onondaga, Syracuse, N. Y. 
September 18, 19, 20, 1938 


National Industrial Stores Association, 
12th Annual Convention, Hotel 
Netherland-Plaza, Cincinnati, Ohio 

September 19, 20, 21, 1938 


Shoe Manufacturers’ Spring Opening, 
E. A. Richardson, Manager, Hotel 
New Yorker, New York 
December 4, 5, 6, 7, 1938 


National Shoe Fair, Hotel’ Stevens, 
Chicago, IIl January 3, 4, 5, 6, 1939 


Michigan Annual Shoe Fair, Hotel 
Statler, Detroit, Mich. 
January 8, 9, 10, 1939 


Joint Convention, Southwestern Shoe 
Travelers Association and Texas- 
Oklahoma Shoe Retailers’ Associa- 
tion, Gunter Hotel, San Antonio, 
Texas January 15, 16, 17, 18, 1939 


Annual Convention, California Shoe 
Retailers Association, Hotel Bilt- 
more, Los Angeles, Calif. 

June 12, 13, 14, 1939 





Shoe Box section for short vamp shoes 
has been featuring rich black suede 
touched with enchanting soft Persian 
colors which are worked out in an em- 
broidery effect. They are promoted as 
“Newest foot flatterers in black that 
you’ve been asking and asking for... 
but black subtly dramatized with a 
touch of warm color! Slim sheaths of 
suede to hug close to your foot and 
make it seem tiny as can be! You'll 
adore the delicate embroidery in taste- 
fully subdued yet glowing jewel-like 
colors.” 


Maling Brothers have been doing 
some effective promotion on ‘“In-Be- 
tweens—For that Lull in Your Life— 
when white shoes tire and before Au- 
tumn styles are proper.” These are 
suedes in black, brown, wine and navy 
blue, and the promotion reads, “wear 
them now with your prints and dark 
sheers—wear them four months from 
now with your suit and silver foxes.” 

Shoe men report that general inter- 
est in the platform sole is increasing 
and they look for a much better season 
in this style than was predicted earlier. 
Although black continues to be the top 
seller, a rising interest in wine is re- 
ported. Many shoe men expect that 
this may become second in importance 
as the season progresses, topping even 
brown and blue which are now more or 
less tied for second place. Some expect 
wine to be as popular as luggage tan 
as an accessory shade in view of the 
heavy promotion of wine suits, ensem- 
bles and dresses and the large showings 
of wine handbags, hats, gloves, and 
other accessories in the local shops. 


Parnall Joins Tober-Saifer 


ST. Louis, Mo.—R. J. “Dick” Parnall 
has resigned his position at the Wohl 
Shoe Company, St. Louis, to take over 
the duties of salesmanager for the 
Tober-Saifer Shoe Company, also of 
St. Louis. 

Tober-Saifer Shoe Company, distrib- 
utors of Jolene Hollywood Styled, na- 
tionally advertised footwear, are now 
in the midst of a large expansion pro- 
gram. 

A complete new national advertising 
campaign will begin September 10 
when the first of a series of full color 
pages will begin in the leading maga- 
zines. Other national advertising will 
appear at frequent intervals through- 
out the Fall selling season. 


Max Algaze with D. Myers 


BALTIMORE—D. Myers & Sons, Inc., 
Baltimore, Md., distributors of wom- 
en’s novelty footwear, announce the 
addition to their sales force of Max 
Algaze, who will represent them in 
Michigan, where he is well known and 
highly regarded by the trade. Mr. Al- 
gaze will maintain permanent offices in 
the Griswold Building, Detroit, Mich. 
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they can develop a variety of educa- 
tional features, and secure the co- 
operation of interested individuals and 
clubs in advancing the idea of better 
health for children through shoes that 
fit. 


Have your children’s feet examined 
before they start to school. 


After a Summer of foot growth, ut- 
most care should be taken to be sure 
that the children have not out-grown 
their shoes. Even shoes that are in 
good condition may be too small and 
may cause foot defects. 

When the growing bones are forced 
into unnatural positions and cause 
foot faults, the whole body is af- 
fected. With correct shoes properly 

tted, the child can assume the cor- 
rect posture walk with toes straight 
ahead, all of which helps to develop 
a strong, beautiful, balanced, health- 
ful body—and also a better student. 

By all means, then, have your 
children’s feet and shoes examined 
by a competent person NOW. Send 
your children back to school in shoes 
that fit. 


If the medical staff of the Education 
Department in your town does not in- 
clude a foot specialist, strive to get the 
cooperation of the Board of Education 
in allowing competent speakers to give 
short illustrated talks on shoes, fitting, 
and foot care, with copies of the talks 
for the children to take home (and 
don’t forget to include stockings when 
you talk about shoes). 


Look for Value and Fit When you 
buy the Children’s School Shoes. 


Good materials, honest workman- 
ship, dependable wear—value. That’s 
what makes our school shoes one of 
the most economical purchases you 
can make. 

But, even more important is FIT! 
We endeavor to do more than just 
sell children’s shoes. Trained fitters 
check feet and shoes with the skill 
of experience. We prefer to sell cor- 
rectly or else not sell at all. 

Give your children the health pro- 
tection of (store name) fitting service 
—-be sure to send them back to school 
in shoes that fit. 


An illustrated article in Boor AND 
SHOE RECORDER, March 6, 1937, told 
about the scientific fitting of Macy’s 
Gro-Shoes—including the three steps 
that make up the regular fitting pro- 
cedure followed by the shoe fitters 
under the fitting supervisor. Each of 
the three steps—measuring, individual 
examination, and complete rechecking, 
were dramatized in show case displays. 
Such a display would be a good window 
and interior feature for your children’s 
shoes at this time. 





SCHOOL AND 


[CONTINUED FROM PAGE 26] 


No ‘School Room Blues” in (Store 
Name) Shoes. Correct shoes are as 
essential as correct diet (or glasses 
if needed) to a child’s progress in 
school. 

When shoes are wrong, study 
hours are hours of physical reaction 
instead of relaxation for the feet. 
This disturbance leads to “backward- 
ness” in studies—as well as at play. 

Store Name shoes give correct foot 
support in action; complete foot re- 
laxation when seated. Let our expert 
fitters fit your children’s school shoes. 
Happy feet make better scholars. 


Lest anyone doubt the statement that 
shoes have an influence on the child 
as a scholar, emphasize that correct 
shoes eliminate foot strain, help to 
give a natural easy posture, keep in- 
ternal organs in proper place and the 
body correctly balanced — spine 
straight, chest out, stomach in. Natu- 
rally the mind works better under 
such conditions. 

One store that reports success, 
places emphasis on an _ important 
point—“People realized that they could 
always get what they wanted in so far 
as any standard type or size of shoes 
was concerned, and of course, they told 
their friends.” To the store that has 
a limited stock this suggestion—“fewer 
styles, but good size ranges, and fre- 
quent re-ordering, to assure real ser- 
vice” will help to build good business. 


Here are the Shoes We’ll Wear to 
School. 


Use the caption with pictures of 
pupils from first grade to college age, 
with photo-murals or enlarged framed 
pictures of the local schools, plus the 
seals and pennants of each school. 


Off to College You Must Go. 


Use this caption with a photo of a 
young lady boarding a train, for folder, 
newspaper ad, window display and in- 
terior trim. Group shoes in the three 
natural divisions: 


1—The saddle oxford—every day 
campus favorite. 


2—Tailored shoes for special occa- 
sions and football games. 


3—Dressy shoes for week end parties 
and college proms. (See article 
in BooT AND SHOE RECORDER, July 


2nd). 

—As you Walk the Paths of Wis- 
dom 

—Stamp your applause at a big 
game 


—Or dance with your one and only 


Do not neglect the dressing up of 
the department or sections. Make them 
look important. It’s surprising what 
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COLLEGE 







a little enclosure or even a canopy, or 
a ledge trim that sets the section apart, 
will do even in a small store. 

If you can, feature a Foot Clinic 
for School Children with a foot spe- 
cialist in attendance, and no charge 
or obligation for this helpful service. 

Get in touch with your fellow shoe 
merchants who are also doing a care- 
ful job fitting children’s shoes, ask 
them to read this article, and try to 
get together. The children deserve a 
break. Help them get it! 





Fitting Rule Maintains 
Steady Business 
[CONTINUED FROM PAGE 32] 


shoes—today’s prices are in three 
grades—$8.75, $10.75, and $14.75. 

“We can’t go from A to Izzard in a 
shoe store as small as this,” McBryde 
says. “And I’ve tried to sell good shoes 
all my life.” 

Forty-five per cent of the store busi- 
ness is on charge accounts, 55 per cent 
on cash purchases, indicating a large 
volume of steady ustomers. There are 
many who have bought every pair of 
shees for 15 or 20 years right in this 
store. : 

Background of the merchandising 
policy that has built this business is not 
spectacular. Sales are very few, aside 
from normal seasonal clearances. Ad- 
vertising is confined to direct mail, 
sent out to a mailing list of some 10,- 
000 past customers, and newspapers. 
An average newspaper ad is_ two 
columns by 7 inches, with more large 
than small spaces used. Ads appear 
regularly about once a week. 

The motto of the store is “buy them 
big enough”—impressed upon every 
shoe salesman by the proprietor. 
Ninety-nine and nine-tenths per cent of 
shoe compaints come ‘from fitting too 
small rather than too large, if size is 
at fault, he believes. 

To prove this fact, just before this 
interviewer was in the store. Mr. Mc- 
Bryde stopped a two-pair sale. The 
salesman had the order ready for de- 
livery, when it was found that the two 
pairs were somewhat different in size. 
Mr. McBryde was convinced that one 
pair, at least, would. not fit, even 
though the customer was getting a 
real bargain on the shoes because of a 
clearance sale in progress—but he tele- 
phoned the customer to make necessary 
adjustment, rather than deliver the 
order. 

Mr. McBryde has two hobbies he, 
says, and he takes them both strenv- 
ously. They are: 

1. Golf and 

2. Hard work. 
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@ “Do your customers like the shoes 
cs 66 Noi 


they buy to have SCUFFLESS HEELS?”. . 


@ “Do your salesmen mention SCUFFLESS 
HEELS in their sales talks?” ...... cs 64 AG 3 


@ “Do you consider Du Pont ‘Pyraheel’ 
na es 65 /Vo2 


wee 65 out of 67 successful shoe retailers say: “Yes, Scuffless heels help 
sales”—then it’s time to sit up and take notice! From the answers 
these men sent in, it’s evident Scuffess heels are helping them sell more 
shoes, make more money, clinch sales easier. And that’s what we’re all after. 


You’ve the same sales problems—and the same sales arguments that work 
for them should work for you. Why not try it? Write for a complete list of 
manufacturers who supply shoes with Scuffless “PYRAHEEL” 
plastic heel covering. We'll be glad to send samples and 
additional information. Saaraee 
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“HIGHEST GRADE ONLY" 
EAST WEYMOUTH, MASS., U. S. A. 














LEATHER 
QUARTER 
LININGS 
° 


GOODYEAR 
WELT 


RAW CORD 


SOLE & HEEL GENUINE 


MOCCASIN LAST 


- 
GRAIN LEATHER 
NNERSOLE 
. 


SPECIAL WATER 
RESISTING TANWNAGE 


GREAT EASTERN SHOE CO. 
186 LINCOLN STREET 


BOSTON 








Mathes Opens New Unit 


CuicaGo, ILt.—The store and part 
of the basement at 137 S. State Street, 
recently occupied by I. Miller & Sons, 
has been leased by the Mathes Shoe 
Store Company, Inc., of St. Louis, who 
will sell women’s shoes and _ hosiery. 
The store is to be remodeled and air 
conditioned at a cost of $30,000. This 
company recently leased stores at 3319 
Lawrence Avenue and 911 East 63rd 
Street, Chicago, and 1623 Orrington 
Avenue, Evanston. With the opening 
of the State Street unit, it will have 
ten Chicago stores. 





Bassett Returns to Business 


St. CLoup, FLoripA—C. W. Bassett, 
owner of the Progressive Shoe Shop, 
who has been seriously ill for some 
months, has recovered sufficiently to 
enable him to resume his duties at the 
store. The place was closed while he 
was ill, but is now reopened and will 
shortly present a complete line of Fall 
footwear. 


Hold “Believe It or Not” Sale 


MIAMI, Fia.—A_ successful close- 
out sale was conducted in the Raymond 
Ward Shoe Shop when a “Believe It or 
Not” sale was featured. Each pur- 











chase of a pair of specially reduced 
shoes entitled the purchaser to another 
pair of the same group for only five 
cents. It was not necessary for one 
purchaser to use the two pairs; she 
might share the bargain with a friend. 
This promotion very _ successfully 
cleared up all Summer stock and left 
shelves clean for new Fall merchandise, 
besides being a splendid advertisement 
for the store. 





Open “Special Value” Section 

CHICAGO, ILL.—As a special feature 
of the annual August sale of shoes, 
Marshall Field and Company opened 
a section in its regular fifth floor shoe 
department known as “The Special 
Value Room.” Advertising copy fea- 
turing the sale in this department read, 
“Here’s a value mecca to make the 
canniest shopper shout with glee—a 
perfect opportunity to pick up the 
many extra pairs of shoes you’ve been 
wanting for a mere fraction of their 
former prices.” 


J. A. Lonergan 


Children’s Buyer 


St. Louis, Mo.—J. A. Lonergan was 
recently appointed children’s buyer at 
Famous-Barr Co. here. Formerly he 
was connected with the Sears-Roebuck 





J. A. LONERGAN 
Company, where for the past six years 
he mercnandised a group of Eastern 
stores with headquarters at Philadel- 
phia. Prior to his Sears connection, 
Mr. Lonergan was with Geutings in 
Philadelphia, where he worked with 
Maurice Yoskin. 

Mr. Yoskin, now in charge of all 
shoe departments at Famous-Barr, ex- 
presses a great deal of satisfaction at 
having Mr. Lonergan with him again. 





Ray to Manage Department 


PANAMA CIiTy, FLorIDA—Victor Ray 
has been appointed manager of the 
shoe department at Lillian Kilpatrick’s 
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These superlative little shoes 
exercise a big influence. They 
are Flexible Hard Soles (2-8), the 
sturdiest in the famous Mrs. 
Day's Ideal line, and the logical 
type for youngest shoes in juve- 
mle shoe departments. Mothers 
who have bought Ideals bu 
them without resistance. Stoc 
them, as do hundreds of re- 
tailers, and see how they in- 
fluence business! 


MRS. DAY'S 
IDEAL BABY SHOE 
COMPANY 


DANVERS, MASS. 


Manufacturers of Fabric—Cushion—Soft 
Sole—Iintermediate and 








FLEXIBLE HARD SOLES 











Smart Shop. Mr. Ray graduated from 
the American College of Chiropractics 
and has been connected with the ortho- 
pedic department in the Famous-Barr 
store, St. Louis, Mo. He was also as- 
sociated for a time with S. Aprile, de- 
signer and stylist, of Los Angeles. 





Bowen Named Burdine Buyer 


MIAMI, FLa.—R. L. Bowen has been 
named buyer of inexpensive shoes for 
Burdine’s, Inc. He succeeds R. Scar- 
borough, resigned. A remodeling pro- 
gram now under way in the store will 
relocate this shoe department and ma- 
terially increase its space and facil- 
ities. 





News from Chicago 


Fashion Shows 
[CONTINUED FROM PAGE 15] 


Skirts tend toward the straight and 
narrow, though there are hidden and 
released pleats often set below the hip- 
line. By popular demand the flared 
skirt will continue fashionable for day- 
time and unusually short, considering 
colder weather is coming. According to 
fashion experts the average height girl 
would not think of wearing her skirt 
longer than 15 inches from the floor. 
And this more than ever places added 
emphasis on the shoe, a fact which the 
alert shoe salesmen should never for- 
get to bring out in all sales promotion, 
advertising, and in customer sales talk. 
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“J”; White beard. 
Design in two shades 
of green. 
PRICE TICKETS 
Attractively hand lettered in 
popular price denominations, 
or blanks. Several designs in 
stock. Samples available on 

request. 

6 Doz.—$1.10. 12 Doz.—$2.00 
With Store Name Imprinted 
100 ti -00 
200 tick 00 
Check with order please, un- 
less C.0.D. preferred. 


DISPLAY CARDS 


Each month, 14 informative 
and foreeful selling messages 
OR aaah designed 





Color Fall Windows 


with Decorative 
Display Cards 
and Price Tickets 








Detailed Informa- i 








tion on Month- 
ly Service at — 
Your Request. f. 
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One 


Short Back-Part Last to 
slipping 


Let Nu-Matic FLEX-POISE Shoes bring 
you new merchandising possibilities .. . . 
extra sales .... and extra profits .... 
because they offer extra style and health 
construction features at the same price 
of ordinary shoes .. . . Start in Today! 
* Short Back-Part Last to prevent gapping and slipping. 

* Extra Toe Spring to prevent unnecessary wrinkles over vamp. 

* Outflair Wide Tread Last providing full foot freedom. 


SPECIAL 
WEDGED HEEL 














ROHN SHOE MANUFACTURING CO. 
512 FLORIDA STREET, MILWAUKEE, WIS 











Interior of the new Carol Wills store opened recently on the “Broadway of the 


West.” Persian scatter rugs and fine sati 


woodwork add to the atmosphere 


of femininity which is the keynote of the new store. 


SAN FRANCISCO, CAL.—After twenty- 
five years in business in Oakland in- 
volving several changes and consider- 
able steady growth, the Carol Wills 


store, specializing in fine shoes for wo- 
men, recently moved into a new home 
at 1724 Broadway, adding itself to the 
row of outstanding shoe stores on this 


“Broadway of the West,” which is 
Oakland’s big shopping center. 

The new store is of the French Salon 
style, very light, cool and restful, with 
complete air-conditioning equipment 
which makes it a desirable place to 
shop when the mercury goes up in the 


hot Summer and Fall months. Mea- 
suring 140 ft. by 30 ft., this is one of 
the most spacious stores on Broad- 
way with seating capacity for 40 cus- 
tomers and facilities for enlarging if 
necessary. A parquet entrance with 
Persian scatter rugs and a rich all-over 
carpet in aubergine harmonize with 
the upholstery of the chairs and the 
rose brocade settees. Woodwork is fine 
satinwood. Walls are of ivory. Many 
large mirrors add to the luxuriousness 
of the interior. The atmosphere of 
daintiness and femininity serves as a 
background for the fine shoes carried. 
The same feeling is carried through to 
the large, light display windows and 
the tasteful store front. 

Frequently changed open displays of 
the outstanding shoes and accessories 
of the day are resulting in additional 
sales. An attractive handbag rack 
which can be moved from place to place 
has recently been added. Kept near 
fitting stools, it promotes sales of 
matching handbags to shoe customers. 
There is storage space at the rear of 
store for a large stock of shoes. There 
are no shelves in the salon proper. 
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HAND CRAFTED 
FULL LEATHER 
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ALL COLORS 








MOAN 


DANVERS SHOE CO. 


6 Oe CP OO er ert 


~~ 


Vamp and Quarter Lining 


DURAKALF 
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and colors is 


V] aways available 


‘2 INC. 
Rhode land, U.S.A 
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New Store Opens in Carey 


Carey, O.—J. W. Hutslar, for the 
past twelve years manager of a Nisley 
Store, has opened a beautiful new 
store at 109 West Findlay Street, 
Carey, under the name of Hutslar’s 
Shoes, with a popular priced line of 
shoes and hose for men, women and 
children. The store is featuring Peters 
Shoes and Admiration and Iron Clad 
hose. 

The opening days were August 5 
and 6, and Mr. Hutslar reports the re- 
sponse as most gratifying. 


Chartered to Operate 
Shoe Stores 


RICHMOND, Va.—Sylvia, Inc., of 
Bristol, Va., with maximum capital 
of $10,000, has been chartered by the 
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Virginia corporation commission to own 
and operate shoe stores. Sam Frank, 
of Cincinnati, O., is president. George 
M. Warren, of Bristol, obtained the 
charter. 


Plan Foot Saver Store 


ToLepvo, O.—Opening of a Foot Saver 
Shoe Store in Toledo, O., was revealed 
under terms of articles of incorpora- 
tion filed with the Secretary of State’s 
cffice. Paul Lowdner, associated with 
the Columbus Foot Saver Shoe Shop, 
Inc., Columbus, O., will become man- 
ager of the new Toledo store. Charles 
Holloway and Walter Bias, managers 
and owners of the Columbus store, will 
also assist in directing activities of 
the new Toledo store, it was announced. 
Articles call for the issuance of 250 
shares of no par value common stock, 
with capital setup of $500. 


S. L. Epstein Buyer of 
Gertz Upstairs Shoes 


A news item in the August 13th 
issue of BooT AND SHOE RECORDER 
stated erroneously that Harry E. Kan- 
del has been appointed buyer of all 
shoes at the Gertz Department Store, 
Jamaica, Long Island. Mr. Kandel has 
been appointed buyer for the basement 
department only, and S. L. Epstein 
continues as buyer of shoes for the up- 
stairs departments. 


H. A. Ely Dies 


Boston, Mass.—H. A. Ely, who re- 
tired last January as head of the Bos- 
ton office of A. F. Gallun & Sons, Mil- 
waukee tanners, died quietly at his 
home, 101 Cedar Street, Newton Cen- 
ter, August 12. Private services were 
held August 14 in the chapel of New- 
ton Cemetery. 

In the death of Mr. Ely, the Boston 
leather trade loses its dean—a man 
whose opinion on every phase of the 
leather business was eagerly sought— 
a profound student of leather econom- 
ics whose knowledge was always gen- 
erously at the disposal of anyone con- 
nected with the shoe and allied in- 
dustries. 

On February 6 of this year, Mr. Ely 
celebrated his eightieth birthday, hav- 
ing at that time been in retirement 
only a few weeks. He had opened the 
Gallun store in Boston in 1894—43 
years ago—and had been in the 
leather business for seventeen years 
before that. His retirement, therefore, 
brought to a close a sixty-year busi- 
ness career, all spent in the leather 
industry and practically all in the calf 
leather division. 

Mr. Ely, who was descended from a 
family long established and well known 
in Western Messachusetts (a distant 
relative being Joseph B. Ely, former 
governor of this state), started to 
work on August 26, 1876, and among 
leather firms with which he was con- 
nected while a young man were Mc- 





Good materials mean good workman- 
ship. Ask for processed fabrics made 
from Buck Creek Flannels. Their ten- 
sile strength is greater —their even 
nap takes a smoother coating. Com- 
biners have consulted us on their fab- 
ric problems for 25 years. Let our 
experience be your advantage. 


SELLING AGENTS: 


LW. Volentine bs 


40 WORTH STREET, NEW YORK, N. Y. 
NEW ENGLAND REPRESENTATIVE: 


JOSEPH S. CALIGA 


10 HIGH STREET, BOSTON, MASS. 














Connell & Gardner, N. W. Rice & Co., 
and William Quirin & Co., all of Bos- 
ton, and the William Becker Tanning 
Co., of Milwaukee. It was after his 
resignation from the latter company 
that he made arrangements with A. F. 
Gallun & Sons to open a Boston store 
for the sale of Gallun leathers. 

That this store, under his direction, 
was a success is a matter of record, 
needing no enlargement. That his work 
was well done is attested to in many 
letters he received following his retire- 
ment—letters from friendly competitors 
and from manufacturer-customers who 
had profited by taking the honest ad- 
vice which was as much a part of his 
stock in trade as the leathers he sold. 
Even after he had laid aside the cares 
of his business life, his home was the 
rendezvous for members of the trade 
who still sought and valued his opinion 
on matters of importance. 

Mr. Ely is survived by three sons— 
August K. and F. A. Ely, both mem- 
bers of the Gallun organization, the 
former in Boston and the latter in 
Milweukee, and Homer K. Ely, of 
Holliston, Mass., and by two daugh- 
ters, Mrs. Esther Waterbury, of Port- 
land, Ore., and Mrs. Enid Colvin, of 
Milwaukee. 

We of the staff of the Boot AND 
SHoEr RECORDER add our tribute to the 
memory of a real gentleman whosc 
office was always open and whose help 
will not soon be forgotten. 
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Rodenbush Joins H. H. Brown 


WORCESTER, Mass.—C. Chester Ro- 
denbush, for 20 years associated with 
the Diamond Shoe Company in Brock- 
ton, and for a dozen years its purchas- 
ing agent, has resigned to head the 
purchasing department of the H. H. 
Brown Shoe Company of this city. 


New Shoe Display Item 


New YorK—A new and interesting 
shoe display device has appeared on 
the market. This little device, called 
a “Shoe Balancer,” is made of steel in 
a V-shape. Each end bends up at right 
angles and each is tipped with a small 
ball of rubber. These ends fit on each 
side of the heel of a shoe and enables 
the shoe to be stood upright in the dis- 
play window, the toe of the shoe point- 
ing upward, thus enabling the passerby 
to view all parts of the shoe at once, 
without the obstruction of any unnec- 
essary fixtures. 


Volk Opens Waco Branch 


Waco, TExAS—Volk’s of Dallas have 
opened a concession in the Bauer Mc- 
Cann store in this city. A complete 
line of women’s shoes retailing from 
$6.00 to the Laird Schober line at 
$16.75 is being stocked. R. D. Melton, 


Ad announcing the opening of Volk 
Brothers’ concession in the Bauer 


McCann store, Waco, Texas. 


who has been with the Volk organiza- 
tion in Dallas for some twelve years 
is in charge of the new department. In 
a page advertisement in the Waco 
newspaper, Harold Volk said, “It is 
with distinct pleasure and pride that 
we extend our Volk service to Waco 
and its environs through Bauer Mc- 
Cann, ... We welcome this opportu- 
nity of becoming a part of a commu- 
nity in which, fortunately, we already 
number many friends, and in which we 
hope to make many new ones. So, it is 
with enthusiasm that we look forward 
to many years of this happy associa- 
tion.” 


Urges ‘Penny-a-Pair’ 


[41] 


Shoe Publicity Plan 





Dominick LaValle, President of LaValle, Inc., Proposes 
Interesting Method of Financing Campaign to 
Promote Footwear to the Public 


NEw YorK—More than a hundred 
prominent leaders in the shoe industry 
last week received letters from Dom- 
inick LaValle, president of LaValle, 
Inc., requesting that they give con- 
sideration to a plan to promote foot- 
wear to the public nationally through 
an extensive publicity campaign, to be 
financed from a fund which Mr. La- 
Valle suggests might be raised by the 
contribution of a “penny a pair” by 
manufacturers and retailers. 

Mr. LaValle expects shortly to have 
expressions on his plan from a large 
number of individuals influential in 
the industry and he aims to have it 
presented to the various associations 
and trade groups as rapidly as pos- 
sible. He feels that if the public gen- 
erally can be more fully informed 
about footwear, shoe consciousness and 
the desire to be well shod will be cor- 
respondingly increased. The plan which 
he proposes is outlined and explained 
in Mr. LaValle’s letter, as follows: 

“You will no doubt agree with me 
that there is a great need for a gen- 
eral publicity campaign promoting 
footwear. For more than five years I 
personally have experienced in my own 
business the crying need for more 
facts about footwear. My dealers 
wanted them, their customers asked 
how shoes were made and styled and 
when I supplied these stories, we both 
have benefited. 

“There is no doubt that the consum- 
ing public does not appreciate the im- 
portance of footwear either from a 
heelth or a fashion angle, and also the 
public is unable to determine the vari- 
ous degrees of quality. This general 
lack of appreciation of footwear cer- 
tainly impedes sales expansion and 
calls for the industry’s concentrated 
ettention and unanimous support. 

“The construction of a pair of shoes 
requires more numerous and more com- 
plicated operations than any other 
article of wearing apparel. Craftsman- 
ship and highly skilled labor are of 
the utmost importance and well paid 
technical skill must be called into full 
play. We, who are close to the shoe 
business, and faced with the problems 
of manufacturing and retailing, have 
certainly overlooked the fact that the 
consuming public is not aware of the 
art, science and labor which must con- 
tribute to the manufacture of every 
pair of good shoes. 

“Having the above in mind, I suggest 
that the industry consider raising a 
fund which will be spent in making 
the public appreciate footwear. The 
fund might well be raised by the con- 
tribution of a “penny a pair” by every 
manufacturer in this country and by 
every retailer. This fund can be spent 


in national publications and in the key 
cities of America. It could be collected 
from manufacturers on the shoes which 
they sell in the key cities and from the 
retailers who sell shoes in those key 
cities, and a certain amount of the 
fund could be retained and spent in 
those cities and the balance be con- 
tributed to a central fund which would 
be spent in nation-wide promotion. 

“Furthermore, it is my belief that 
such a fund should be constantly 
scrutinized by a central committee and 
Iccal committees and double checked 
by a well-known certified public ac- 
countant who will confer with the 
manager of a trade association that 
is accepted in the industry, and they 
will be responsible for periodic reports 
to the committees, rendering state- 
ments of every dollar spent. 

“These promotional plans can be de- 
veloped along several very simple yet 
highly effective lines. General foot- 
wear press releases, educational copy 
for advertisements, advertising mats, 
posters, and other material that may 
be helpful to retailers throughout the 
country could easily be developed. And 
as time went on, it might be possible 
for the industry to agree on seasonal 
openings, and other important dates 
that might very well be of tremendous 
benefit to every branch in the industry. 

“This subject should be presented to 
as many groups as rapidly as possible, 
and because of your prominence in the 
industry, I solicit your reaction to the 
plan and your cooperation if it meets 
with your approval. It is my firm be- 
lief that in order for our industry to 
progress to its rightful place, we must 
stand shoulder-to-shoulder and cooper- 
ate in publicizing all of its important 
contributions to our American stand- 
ard of living. 

“Please give this matter your im- 
mediate consideration, and communi- 
cate with me at the earliest possible 
moment.” 


Musgrave to Open Store 


OLNEY, ILL.—Alvin Musgrave has 
leased the Bennett Building at Whittle 
Avenue and Market Street and will 
open the Musgrave Shoe Store there, it 
has been announced. The store will 
carry a complete line of men’s, women’s 
and children’s shoes, with a wide as- 
sortment of sizes and widths. 

Mr. Musgrave, who is a native of 
Richland County, has been manager 
of the Miller-Jones Shoe Store in Olney 
for several years and is widely known 
to the trade in the cities and towns 
surrounding Olney. 
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No SPREAD, No CURL, NoBULGE 
LITHOX and CORD Sole and Heel 


THE LITHOX CORP. 
Wapakoneta, Ohio, U. S. A. 
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Nurses’ Shoes 
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Flexible, Shape Retaining | 
NURSES’ OXFORDS 


Made on the 


New OSCO 
SUPER PLIABLE 






Process 

IN-STOCK | 

| 

Bleck Kid sh 

A-D, 2% to8 | 

$1.65 net | 

mize, OWENS SHOE Co. 

*Gi.sbnet 28 Goodhue St. Salem, Mass. 





Dowler & Van Alstyne 
Shop Opens 

DetTroIT, MicH.—One of the most 
attractive shoe stores recently opened 
in downtown Detroit is the new Dowler 
and Van Alstyne Shop, in the Congress 
Street entrance of the Penobscot 
Building. The store is a merger of 
interests between William S. Dowler, 
who had the Clapp Store of Detroit 
for several years in the same building, 
and Howard Van Alstyne, formerly 
manager of the Hanan and Son store 
here. 

The new location has two entrances— 
from the street and from the lobby of 
the building. The Penobscot Building 
probably rates as the largest downtown 
office building in the city, with many 
brokerage houses, financial organiza- 
tions, law and advertising offices pre- 
dominating in its clientele. 

The Dowler and Van Alstyne store 
is built around the idea of display— 
characterized by the conservative style 
of window used for the exterior on the 
Congress Street side. Inside this is 


carried even further, with the main 
entrance itself, with wide double doors 
leading directly into the store, serving 
as an open display from the building 
lobby, while next to this the space of a 
wide window is devoted to special dis- 
play purposes. 

Back of this window is a room whose 
sole purpose is to back up the window 
display. The offices are screened off 
from the view of the passersby by the 
rear partition of this room which con- 
tains a neat display table with rack 
and sample leather cover, and two 
chairs. This space serves no purpose 
other than display, and is not used for 
fitting, stockroom or other purpose, 
making it a tribute directly to the 
value of display, in the estimation of 
the store management. 

All store fittings; are in red mahog- 
any. Open stock method is used in the 
main salesroom, with several chairs 
for customers grouped around the 
room. Back of the stock shelves is a 
double row of shelves used for stock 
as well, adjoining the exterior build- 
ing wall. 


H. M. Smith in Hospital 


RocHESTER, N. Y.—The many friends 
of Henry Merton Smith, for 50 years 
past a prominent shoe merchant of Penn 
Yan, N. Y., and an ex-president of the 
New York State Shoe Retailers Asso- 
ciation and at present serving on the 
board of directors, will regret to learn 
of his illness at the Strong Memorial 
Hospital here. Mr. Smith a few days 
ago underwent a serious operation. 
Mrs. Smith, who is staying in Rochester 
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“ELAMSS- 


PRE-WELTS 






500—Patent Leather 
50I—Smoke. Elk 
502—White Elk 


There's healthful foot guidance in every step 
for the child wearing Elam's Pre-Welfts. 


504—Tan Elk 
505—Black Elk 








temporarily, said that she was con- 


vinced that her husband is improving 
and will be out and about in a week or 


two. 





Nautical Shoe Bar Increases Sales 






















Miami, Florida—Creating a special department for beach footwear and calling 

it the Beach Shoe Bar was a clever stunt introduced at the Sears Roebuck store 

in Miami. It carried out the nautical idea in an alcove formed by the branching 

stairway on the main floor. The off-white background was topped by ocean 

green under the yellow script name. A soft marine blue was used for portholes, 

counter tops and wall insets. Chrome nail heads added a touch of realism to the 
nautical impression. 
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“H” — Black & 
orange on yellow 


background. 


“BY” — Orange & 
brown on buff 
background. 


Colorful price tickets in 
the popular price denomi- 
nations will dress up your 
displays, and make selling 
easier. Blank tickets, show- 
ing the design only, are 
also available. 

We have in stock a com- 
plete selection of designs 
and color combinations. 
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“O” — Blue & 
orange on deep 


back- 


yellow 
ground. 


6 Dozen 


$1.10 


| 12 Dozen 


$2.00 


MERCHANTS SERVICE > 








FALL PRICE TICKETS 


Imprinted Prices on Colorful Seasonal Designs 
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“S”’—=——Gold & red- 
dish brown on 


buff background. 


209 SO. STATE ST > 


The size—1'¥” x 234”—is 
large enough to attract the 
eye, and small enough to 
give the shoe prominence. 
The tickets are attached 
neatly to any part of the 
shoe with our Price Ticket 
Clips which are priced at 
$4.00 per gross—$2.25 per 
half gross. 


We will send a circular showing actual samples, at your request. 


“Ww” —— Luggage 
tan & green on 
white background. 





CHICAGO, ILLINOIS 
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WRITE FOR DETAILS OF OUR ANNUAL SHOW CARD SERVICE 


COLORFUL AND EFFECTIVE 
SHOW CARD AND PRICE TICKET 
SERVICE ... New and seasonal dis- 
play cards and harmonizing price 
tickets every month with informa- 
tive messages on style notes, value, 
quality, service, etc. Exclusive fran- 
chise basis. WRITE for samples 
and further information. 





SERVICE 


MONTHLY 


CARDS 


HOLDERS 


BLANK 
TICKETS 





$5.00 


12 


6 


100 





4.00 


4 





3.00 


6 


2 


50 
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QUICK HELP 
FOR SHOE 
RETAILERS 


—and more of it— 
NEW EDITION of this famous 


book makes it more than ever the 
only book of its kind; the book for 
the experienced merchant, who 
knows a good idea no matter 
where he sees it and can make it 
his own. Not only has this book 
more specific shoe ideas than ever 
presented before between two 
covers, it has hundreds more, 


adaptable. The book is— 


“2800 Retailing Ideas” 
by EMANUEL LYONS 


It is all fact—no 
theory; no long arti- 
cles to wade through; 
all "meat", concise, to 
the point; 39 longer 
chapters packed with 
practicable, proven 
successes. 











It is a quick-action 
book, may be put to 
work the hour it 
reaches your hand; al- 
ways ready with the 
answer to "What shall 





39 Chapters | do next?" 

337 Pages _It speeds sales, saves 
mark-downs, points out 
economies. It is a long- 

.00 time help—a best-buy. 
post- One idea used more 

PAID _— than pays for it. 
Please re- The more promptly 
mit with you buy, the more 
order quickly will you profit. 


BOOT & SHOE RECORDER 
239 West 39th St., New York, N. Y. 














U. S. Rubber Reports 
Capital Surplus 

New YorK—A capital surplus of 
$11,159,633 on June 30, 1938, as com- 
pared with a deficit of $10,471,627, on 
December 31, 1937, is shown in the 
report of United States Rubber Com- 
pany for the six months ended June 
30, 1938. For the first time, the com- 
pany has included its 39 subsidiaries 
in a consolidated report. 

Continuing its policy of reducing 
indebtedness, by drawing on its cash 
resources the company showed a re- 
duction of $5,000,000 in its funded 
debt, during the six months’ period. 

Net income before inventory adjust- 
ments for the six months’ period was 
$1,996,198 in the full consolidation. 
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After adjustment of inventories to mar- 
ket values, and other provisions as of 
June 30, of $2,235,406, a net deficit of 
$239,213 is shown for the period. Since 
June 30, 1938, rising commodity prices 
have offset the inventory adjustment. 

Net income before adjustments on 
the basis comparable with previous 
reports was $813,796, for the six 
months of 1938, compared with $6,- 
762,964 for 1937. On the same basis, 
1938 sales were 35 per cent less than 
in 1937. On the basis of full consoli- 
dation net sales were $67,829,786 for 
the first six months of this year. As 
consolidated heretofore, net sales for 
six months of 1938 were $61,457,244, a 
decrease of $33,318,694 from the $94,- 
775,938 sales of the first six months 
of 1937, 

The full consolidation includes United 
States Rubber Company and thirty- 
nine subsidiaries, of which seven are 
in Canada, four in the Far East and 
twelve in other foreign countries. In- 
cluded for the first time are six do- 
mestiec subsidiaries, six English sub- 
sidiaries and four plantation subsidi- 
aries—a total of sixteen. 

In a discussion of some of the 
interesting trends current in the com- 
pany’s business, F. B. Davis, Jr., presi- 
dent, referred to the “remarkable” in- 
crease of interest in a comparatively 
new product—the company’s “foam 
cellular rubber”—as a matter of im- 
portance to all industry. Its scientific 
advantages for all cushioning and in- 
sulating purposes have made “foam 
rubber” one of the potentially most 
interesting developments of the mod- 
ern rubber industry, he pointed out. 

Concerning the still widening use of 
“Lastex” yarn, Mr. Davis reports that 






one of the important new uses is in 
the construction of shoes, mostly wo- 
men’s shoes. “Lastex” yarn is one of 
the most interesting industrial devel- 
opments of the past ten years. 

Sales of Kedettes, women’s sport 
footwear, greatly exceeded last year’s 
results. In dollars and in pairs, new 
high levels were attained. 





New Green Catalog 


Boston, Mass.—The annual Fall 
and Winter In-Stock Catalog of the 
Green Shoe Mfg. Co. has been com- 
pleted and mailed to the trade. Illus- 
trated and listed are the 93 styles of 
Junior Arch Preserver, Stride-Rite, 
Foot-Gyde and Mo-Deb shoes carried 
in stock in infants’, children’s, misses’ 
and growing girls’ sizes. ; 

This interesting and useful book is 
printed in three colors and consists of 
82 pages. The cover design embodies 
an airplane motif symbolizing speed of 
stock service. 

Appearing for the first time in this 
edition are a group of new, long coun- 
ter corrective patterns, and a new, 
super-flexible moccasin boot for babies. 

Another innovation is an eight-page 
enclosure illustrating the advertising 
and display helps found most useful 
and effective by retailer customers. 

Copies of the catalog can be obtained 
by writing the Green Shoe Mfg. Co., 
960 Harrison Avenue, Boston, Mass. 





Adds Women’s Line 


Detroit, MicH.—Samuel S. Weiss, 
representing Cambridge Rubber Co., 
with offices in the Griswold Bldg., has 
added a ladies’ shoe line, that of the 
Acme Shoe Co., of Cleveland, Ohio. 





Children’s Shoe Window Wins Prize 



























er ae 











Binghamton, N. Y.—This window of Billiken shoes won first prize for Sisson 


Brothers & Weldon Co. here at the recent convention of 


dtm at eis Be ee. 
wa 


the International Asso- 


D. C. The window was 


rd E. O’Donnel, Display Manager of the firm. 
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All the items described above are out- 

standing advantages to manufacturers 

who are making platform or beaded 

welt shoes using the 

AC SOLE STITCHING MACHINE 
— MODEL C 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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SALESMAN WANTED 


| SALESMAN WANTED 


POSITION WANTED 








medicine, surgery, osteopathy, 


preservation of good feet, 
successful clinical experience. 


eliminated. 


516 West Superior Street 


features to identify them as “different,” 
rigid shank shoes and flexible types, with the foot damaging features of both 
“CLINIC TESTED” shoes are made by a manufacturer specializ- 
ing in fine shoes for the best trade yet will retail very profitably for much 
less than ten dollars. All territories open for development except California. These 
are the shoes of tomorrow. Give references and qualifications in first letter. 


COLE, ROOD & HAAN COMPANY 


The “CLINIC TESTED’’ Shoe 


Inquiries invited from financially responsible salesmen of proven ability inter- 
ested in selling, on commission, six men’s in-stock shoes made under patents 
of Dr. John Martin Hiss, head of the world famous California clinic where 
podiatry and shoes work together for the 
and the successful treatment of feet in trouble. 
The six shoes are all tested and approved by Dr. Hiss as the result of actual 
“CLINIC TESTED” 


shoes carry no visible 
yet embody the sound values in both 


Chicago, Illinois 








SALESMEN WANTED 
For New Jersey, Georgia, Florida, Louisiana, 
Mississippi, Alabama, Arkansas, Texas and Okla- 
homa. In-stock line of Formal Evening Shoes, 
Sandalized and Dress Type Street Shoes. Retail 
at $3.00 to $4.00. Salesmen with established 
trade preferred. Strictly commission. Can be car- 
ried with —— line. In replying give 
refecences and accoun ry 
HANNAHSONS S$ OE COMPANY 
Haverhill, Mass. 


EXPERIENCED SHOE SALESMEN 
To carry a line of men’s high grade cushioned 
footwear in up-to-the-minute styles and patterns 
retailing from $4 to $7. Only salesmen who have 
an established following in Alabama, Mississippi, 
Louisiana ard Texas need apply. 

ROHN SHOE MANUFACTURING COMPANY 

512 W. Florida St., Milwaukee, Wisonsin. 














SALESMEN FOR ATHLETIC 
FOOTWEAR 


Exceptional sales opportunity to carry widely 
advertised line of shoes for every athletic 
activity. Includes Riding Boots, Ski Boots, 
Work Shoes, Rubbers, Men’s Sport Oxfords, 
Tennis Shoes, Ice-Skating outfits, etc., all 
IN STOCK. Territories open in Long Island, 
New Jersey, Connecticut, Pennsylvania, Illi- 
nois, and other States. Established accounts 
in these States to be taken over. Write to 


THE ARNOFF SHOE CO. 
101 Duane St. New York City 











ALESMAN:—Brooklyn, New York, Long 

Island, Connecticut, Pennsylvania, Delaware, 
Maryland, Dist. of Columbia, Michigan, Mis- 
souri, Ohio—to carry side line of ladies’ $5.00 
and $6.00 arch type and corrective shoes. In- 
stock and Make-ups on commission basis. Ad- 
dress $928, care Boot & rye Recorder, 239 
West 39th Street, New York, 


ALESMEN WANTED: For Coast territory: 

Denver west, stitchdown shoes, infants’, 
children’s, Misses’, one grade only; dollar re- 
tailers, leather soles. Want live, active repre- 
sentation to contact largest operators and only 
volume users; jobbers, chain stores, large retail 
and department stores; short live line about 50 
samples. State references, previous experience: 
all information. If you can’t produce don’t 
apply. Address $904, care Boot & Shoe 
Recorder, 239 W. 39th Street, New York, 
N. Y. 








SALESMEN wanted to carry line of Ladies’ 


Novelty shoes for Southern and South West- 


ern states. Commission basis until established. 
Give references and previous experience. 
McBREEN SHOE COMPANY, 325 W. Mon- 
roe Street, Chicago, Illinois. 





ALESMAN: Indiana, Michigan and Illinois 
(outside Chicago district) to sell girls’ and 


children’s well known trademarked line. Stocked 
in Chicago. Strictly commission basis. Can be 
side-line. Give references. Address #917, care 


Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 


LOCAL sales representation wanted on com- 
mission basis by manufacturer of Popular 
Priced Slippers and Sandals in St. Louis, New 
Orleans, Chicago, Dallas, Los Angeles, Boston. 
Address $921, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y 








IDELINE salesmen Wanted for low priced 
line of infants’ and babies’ stitchdown shoes. 
Straight commission. All states west of Missis- 
sippi River open. Address #924, care Boot & 
Shoe Recorder, 1627 Locust St., St. Louis, Mo. 





with following to carry well- 

known, popular priced line of cork sole 
sandals and novelty slippers. Commission basis. 
Address $930, care Boot & Shoe ga 239 


ALESMEN 





West 39th Street, New York, N. 








SHOE Executive, six years’ experience con- 

troller and buyer in large high grade shoe 
store. Thorough knowledge of shoe business, 
including buying, selling, stock control, credits, 
operation analysis, store management, etc. Ref- 
Prefer western states but will go any- 


erences. 
where. Address $926, care Boot oe 
Recorder, 239 West 39th Street, New York, 
N. Y. 





ITUATION WANTED—Bookkeeper, typist, 
payroll clerk. Five years’ experience shoes, 
also size 4B. Address $923, care Boot & Shoe 
~ 9 aa 239 West 39th Street, New York, 





OUNG man, 32, with 12 years’ knowledge of 

every phase of shoe retailing, buying, win- 
dow trimming, foot-fitting, store management, 
wishes to make connection with progressive 
firm. Address #920, care Boot & Shoe essa 
239 West 39th Street, New York, N. 





ARE you looking for a man who knows the 
shoe business from A to Z? Can buy, sell, 
manage and promote at a profit. Department 
and chain store experience. Will go anywhere. 
Married. Salary secondary. Address $918, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 


HELP WANTED 















Excellent Position Open 


for a young man who can sell and who has the 
ability to supervise salesmen.—Auditing experience 
helpful but not essential. 


SALARY AND EXPENSES 
State age and experience in first letter—All replies 
confidential. 


Box No. 925, BOOT AND SHOE RECORDER 
1627 Locust St., St. Louis, Missouri 

















SHOE DEPTS. AVAILABLE 


DESIRABLE medium and better class shoe 
departments in prominent Middle West 
Stores. Address #929, care Boot & Shoe 
Recorder, 239 West 39th Street, New York, 
je 








LINE WANTED 


EF, XPERT salesman who has for years covered 
Greater Boston territory is looking for a 
line of growing girls’, misses’, children’s and 
infants’ pre-welt shoes. Has a good following 
with the best ‘buyers, is industrious, thoroughly 
reliable ‘and ‘will ‘carry a suitable line on a 
straight céfmmission basis. For further particu- 
lars eddress #919, care Boot & Shoe Recorder, 














239 West 39th Street, New York, N. Y 











mum charge, 75 cents. 


address should be counted. 








CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 


When a box number is desired twelve words should be added for the address. 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 
Classified advertising is payable in advance. 
B@” Advertisements for this page must be in our New York office on Friday of the week preceding publication. “@& 


Mini- 
For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
In all other cases each word of the 


































BOOT ann SHOE RECORDER, August 20, 1938 


[47] 








PATENT ATTORNEY 


WANTED TO PURCHASE 


MERCHANTS’ NEEDS 





mat ot a Sketch or Model yg 
CONFIDENTIAL i elk 
I ADVIC “Tren! 
FREE renin PATENT ensineen 
S J. lat. Off. records op, 
for ANY Invention or Trade Mark 
BUSINESS OPPORTUNITY 


BUYERS’ BARGAIN 
SPOT 


On its next-to-last page every day 
the New York Herald Tribune fea- 
tures Auction Sales by leading 
New York auctioneers—the fore- 
most Auction Sales page of the 
country used every day to liqui- 
date every type of merchandise— 
apparel, accessories, shoes, furni- 
ture, furnishings, equipment, ma- 
chinery. Alert buyers are keeping 
an eye on it. Out-of-town mer- 
chants are having buying offices 
watch it, 

















HGH grade shoe salesman with capital to go 

into shoe manufacturing of women’s novelty 
$2.00 retailer. One who has contact with mail 
order houses and chain stores preferred. Fac- 
tory to be located in the vicinity of Boston, 
Mass. Address $927, care Boot & Shoe 
~ i al 239 West 39th Street, New York, 





FOR RENT 


F OR RENT—Room, Al location, suitable for 
family shoe store. College town. Write L. 
M. Ehrlich, Box 409, Boulder, Colo. 


SPACE, for shoe department in up-to-date 
ladies’ ready-to-wear and beauty shop. Good 
a Gentile only. Ladies’ Toggery, Hope- 
we ‘a. 











FOR SALE 


F OR SALE—Good Shoe Store established over 
20 years within 50 miles of New York, hav- 
ing modern front and equipment. Retiring be- 
cause of health. No auctioneers. Cash required 
$7,500.00, balance on convenient terms. For 
complete information address #922, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 











W. B. Rood Dies 


CHIcAGo—W. B. Rood, secretary and 
treasurer of the Cole, Rood & Haan 
Co., men’s custom shoe manufacturers 
in Chicago, died Saturday, August 13. 
Interment was at Memorial Park, 
Evanston, Ill., Tuesday, August 16. 

Mr. Rood was with the Selz Shoe Co., 
in Chicago, some forty years, and 
joined up with Mr. Cole and Mr. Haan 
in organizing Cole, Rood & Haan Co. 
nine years ago, after liquidation of the 
Selz Shoe Co. These three have been 
carrying on some of the traditions com- 
ing down through the Selz organiza- 
tion, and have added their own in the 
way of fine custom bench shoemaking. 

Mr. Rood is survived by his wife, a 
son in the retail shoe business, and a 
daughter, Mrs. Wm. Fleming, of 
Indianapolis. He was 70 years of age. 





Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 
QUANTITY NO OBJECT 


KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 








SHOE STOCKS BOUGHT 


Complete or Part 
Wholesale or Retail 


BARIS SHOE COMPANY, Inc. 
79-81 READE STREET, NEW YORK, N. Y. 
Telephone WORTH 2-5180-518! 


SEND 


for a copy of our new catalog illustrat- 
ing the newest in Shoe and Hosiery 
Display Fixtures. 


Sixteen pages of suggestions vital to 
every merchant interested in increas- 
ing his sales. 


Segall & Sons 


DISTINCTIVE DISPLAY FIXTURES 
925 ARGH ST., PHILADELPHIA 











WE BUY 

Entire or Surplus Wholesale and Retail 
Stocks. Also randed Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nunn-Bush, Ete 

RVIN RUBIN 

“The House of Jobs’’ 

89 Reade St., Cor. Church 

Phone Barclay 7-7887 New York City 

















Kid Group Holds 
Cincinnati Meeting 


CINCINNATI.—An increase of 25 per 
cent in sales of kid leathers over last 
year was the big news in a report given 
by C. E. Nelson, representative of the 
Kid Group, at a recent dinner for more 
than 80 manufacturers, retailers and 
leather goods representatives held at 
the Netherlands-Plaza Hotel in Cin- 
cinnati. 

A hundred shoes and bags were dis- 
played and enthusiastically received. 
This meeting was the latest in a series 
which started with a large fashion 
show held under the auspices of this 
same group of kidskin tanners in New 
York last May, but the models shown 
in Cincinnati are new and the complete 
line of handbags is a new idea which 
has proved to be very popular. 

Mr. Nelson attributed the increased 
consumer acceptance of kidskin to the 
intensive promotional campaign which 
the Kid Group has been waging in co- 
operation with leading department 
stores. Back of this campaign lie 
months of research, thousands of inter- 
views with customers in 15 cities, and 
interviews with clerks, retailers and 
shoe manufacturers. 

It was found that 80 per cent of 
women liked good shoes and would be 
willing to wear kid shoes if the stores 
were showing them and if the models 
were properly styled. In other words, 
the kid tanner needed some effective 
way of getting through to the con- 
sumer, of finding out what kind of kid 
shoes she would wear and suggesting 
new ideas that would appeal to her. 
So, by advertising, window displays, 
fashion publicity of all kinds, including 
radio and movies, this group of tanners 
has been building up a consumer inter- 
est in kidskin, for shoes and coordinated 
accessories, especially handbags. 





No Mis-Mates with Mate Marks 
2450 2450 2450 


a 
/ 


Gus V. Wells—686 45th—Des Moines, la. 


Send Free Samples and Prices 








BRANNOCK SHOE- 
FITTING SYSTEM 
1 INCREASE REPEAT SALES 
Satisfied customers return 
2 ATTRACT NEW CUSTOMERS 
One tells others 
3 SAVE % OF FITTING TIME 
Cut down try-ons 


Write for Descriptive Folder 
and list of shoe factories offering Brannock Devices 
at special cooperative price. 


HE BRANNOCK DEVICE CO. 
SYRACUSE, N. Y. 














Some manufacturers are planning to 
promote kidskin for early Fall. Others 
will reserve it for the later selling, 
after the suede season. It is expected 
that Spring, 1939, will be a very big 
season for kidskin. 

Mr. Nelson expects to return to Cin- 
cinnati shortly to work with the Ohio 
Valley manufacturers, nearly all of 
whom were represented at this meeting, 
on their kidskin lines. 


Installs New Front 


CoLuMBIA, S. C.—The Cannon Shoe 
Company has installed a new black- 
and-white modern store front, consid- 
erably wider than the old front and 
provided with double doors and a new 
“island” type display showcase. The 
store is managed by S. Adler. 
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‘Boston Shoe Club Outing 


Boston, Mass.—Despite the weather, 
which was anything but good, more 
than 50 members and guests of the 
Boston Shoe Club attended the first 
annual outing and field day at the 
Walk-Over Club in Brockton on 
August 11. 

Indoor and such outdoor sports as 
could be run off between showers were 
the order of the day and some very 
handsome exhibitions of athletic prow- 
ess rewarded the spectators and sur- 
prised even the contestants. A _ soft- 
ball game between two teams cap- 
tained by H. Shuman and J. V. Kelley 
ended in a tie with the score unan- 
noanced. A bowling match was won 
by C. W. Porter, James H. Corrigan 
and W. M. Girard in the order named; 
the balance race—a miracle of grace- 
fulness—ended with S. Davidoff in the 
lead, with R. J. Potvin coming in sec- 
ond; and something described as bowl- 
ing on the green gave James McHugh 
an opportunity to win first honors. 
There was, too, a little golf and some 
tennis for those forehanded enough to 
arrive with racquets and balls; also 
bridge. 

At 1 o’clock a chicken dinner was 
served in the clubhouse, presided over 
by the club president, Philip B. Bayes, 
at conclusion of which brief addresses 
were made by Mayor Fred D. Rowe, 
of Brockton; Joseph F. Reilly, secre- 
tary of the Brockton Chamber of Com- 
merce; Albert F. Doyle, of the Doyle 
Shoe Company; H. E. Monroe, of the 
Boston office of the George E. Keith 
Company; Fred Hasey, of the same 
company; T. A. Delany, secretary- 
treasurer of the National Shoe Travel- 
ers Association, and Charles W. Mor- 
rill, past president of the National 
Shoe Travelers Association. 

Arrangements for the outing were 
in the hands of a hard-hitting com- 
mittee, consisting of H. E. Monroe, 
J. V. Kelley, A. W. Johnson, S. W. 
Allen, L. J. Davidoff, H. Shuman, 
James H. Corrigan, Thomas J. Con- 
nors, W. M. Girard, C. W. Porter, C. J. 
Kendall, R. M. Porter and W. S. Foley. 





Coordinate Shoe and 


Bag Designs 

St. Louis, Mo.—Mr. Sid Platt, for 
twelve years a member of the firm of 
Gross Malow & Swerdlow, Chicago, 
while visiting this city to attend the 
thirtieth semi-annual convention of the 
American Retailers’ Association, re- 
ported that “the tendency is to match 
or harmonize handbags to footwear. 
Colors and leathers also are allied with 
many different shades of wine and 
green as well as brown and black being 
developed in kid, calf and suede. Burnt 
earth is another color that should prove 
popular. 

Many Autumn soft bags are being 
rather elaborately trimmed, thus giv- 
ing them a jewel-like aspect. Many 
have ruffies, fan-like pleatings, cuffs 
and draped sections.” 
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eG GUIDE, 


BOOTS AND SHOES 


BRAUER BROS. SHOE CO., St. Lowis, Mo..............0. 0c c cece ence eeeees 27 
CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass........ .............3... 38 
DANVERS SHOE CO., Manchester, N. H. ............. 6.00. cece ccc e cece eee ee 40 
ELAM, F. S., SHOE CO., Rochester, N. Y...............ccceeceececeseceeceece 42 
FARMINGTON SHOE CO., Dover, N. H.............0 0. ccc cece eee e cece eeeee 5 
FIELD & FLINT CO. Brockton, Mass.............. 0 c0eeccecceeeees wife, 7 
GILBERT SHOE CO., THE, Thiensville, Wis...................-.. 0c eeeeeees 1 
GREAT EASTERN SHOE CO., Boston, Mass...............020.ceceeeeecceeee 38 
GREEN SHOE MFG. CO., Boston, Mass.................cccceceeeeeecs Back Cover 
KANE, DUNHAM & KRAUSE, INC., St. Louis, Mo....................0.0000e 29 
MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawaka, Ind.............. 3 
MRS. DAY’S IDEAE.BABY SHOE CO., Danvers, Mass........ .............. 38 
MYERS, D., & SONS, INC., Baltimore, Md................. 0. cece cece cece cease 33 
OWENS SHOE CO. Salem, Mass. oo... 0... ccc cccces sectcnccecvcsccdedues 42 
PETERS SHOE COMPANY, St. Lowis, Mo................. 0. ce cece ee ence eee 21, 25 
QUEEN QUALITY SHOE CO., St. MN RG os os coast ce ec eeinecrenes 23 
ROBERTS, JOHNSON & RAND, St. Louis, Mo................. 06. cece eee eee 10 
ROHN SHOE MFG. CO., Milwaukee, Wis...............0.20.000 cececeeceeees 39 
UNITED STATES RUBBER PRODUCTS, INC., New York City....... Front Cover 


LEATHER AND OTHER MATERIALS 


ALLIED KID CO., Boston, New York, Philadelphia.......................... 34 
GALLUN, A. F., & SONS CORP., Milwaukee, Wis.................... 2000 eee 8 
HUBSCHMAN, E., & SONS, INC., Philadelphia Pa..................... ‘2nd Cover 
KISTLER LEATHER CO., Boston, Mass...............0. ccccccccccceeceeces 31 
Pes es ana TE a ss oS ba i isis oda swan che bows aps b0ce kawnein 40 
VALENTINE, J. W., CO.. INC. New York City............0.... 000. c eee ces 40 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


DU PONT, E. I. DE NEMOURS & CO., INC., Arlington, N. J................. 37 
LITHOX CORP., THE, Wapakoneta, 0..............005 ccccsccccscecneceeecs 42 
UNITED LAST COMPANY, MOM, PRONE 6055 5805556 os ons 5 Sa since boat 3rd Cover 
UNITED SHOE MACHINERY CORP., Boston, Mass..............+0++000+ 2, 4, 45 


STORE EQUIPMENT AND FINDINGS 


BRANNOCK DEVICE CO., Syracuse, N. Y. ......... 0. ccc ccc eee cece cee ees 47 

SEGALL & SONS, Philadelphia, Pa. ...........6. ccc cece ccc ee eee ee eee eeeees 47 

WELAS, GUS V., Blew Molmes, Ta. oiic sc iccc ccc cccckccetsrecedectcdvsseucevas 47 
MISCELLANEOUS 

BARIS SHOE COMPANY, New York City............. 0050. c cece ccee eee eeees 47 

WER VALY WRUUIEIS, TOW MORK Clty osc eee iene cece ucceveceucus 47 

KIRSCH-BLACHER CO., INC., New York City...............00.00. cece eens 47 


POLACHIEM, &. Hy... Now York City. o.oo i. 5 oiee ece ces geeee nt ectenenscovs 
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EXTRA PROFITS tn 


Thousands of dealers not now handling boots could be 
making extra profits by actively promoting them, and 
thousands more who already handle boots could be 
making additional profits by handling Peters boots. 
Why? Because they are a part of Peters price-value 
program launched this season—a program which gives 
the independent dealer the greatest retailing opportunity 
he has faced in a decade. With such values, he can 
“sell” his way to prosperity. 


Don't fail to look into the Peters Boot set-up. A good 
business can be developed on a small investment by 
using our fast in-stock service. 


4164— Men's Black Embossed 
Retan, Plain Toe— 16-inch Hi- 
Cut Blucher Composition Sole, 
Whole Rubber Heel, Drill Lined Weekes 
Vamp, Victery Last. fprame ug) 
EE,6-11 .... oe. $2.75 s) SAAN. 

DK FE.sze12 ..... ...... $2.75 OS 


4178—Men’s Black Glove, 16- 
inch Hi-CutCordedCemposition 
Sole and Heel, Drill Lined Vamp, 
Victory Last. EE,6-11 ...$3.60 


4103— Boys’ Black Embossed 
Retan, Plain Toe, 12-inch Hi- 
Cut, Knife Pocket, Composition 
Sole, White Rubber Heel, Drill 
Lined Vamp, Victory Last. 
Boys’—EE, 24-5 
Youths’—EE, 124-2 
Little Gents’—EE, 9-12. ‘$1. 75 
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4171— Men’s Black Embossed 
Retan, Plain Toe, 12-inch Hi- 


Cut, Half Double Sole, Leather 
Heel, Drill Lined Vamp, Victory 
Last. EE, 6-11 d 


BRANCH Oo F INTERNATIONAL SHOE COMPANY - ‘ LoutrSs, M . 





, No. 26, aa ea Bs ~~ a published ony Oat ew mg by Chilton Mya! (Ine.), Publication office, Chestnut and 56th Sts., Philadelphia, Pa. Editorial and Executive offices, 
St., as second class matter , 1932, at the Post Office ° in’ Ph iladelphia under Act of March 3, 1879. Subscription price $3.00 per year. Printed in U. 8. A. 
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All the items described above are out- 

standing advantages to manufacturers 

who are making platform or beaded 

welt shoes using the 

GAC SOLE STITCHING MACHINE 
— MODEL C 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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SHOE MANUFACTURERS 
ADVANCE WOOL SKIN SHOE co., 
Riley, Fred 


Pt 
anun line of sheep skin slippers, 59¢ to 
$5.00. 


AMERICAN MAID SHOE CO., 
Simon Wax, 
Slippers, $2.00 and $3.00. 
JULIUS ALTSCHUL, Ine., 
Fred H. Wi 


. Wendt, 
4g Pe misses’ and children’s shoes, 
$3.00 
Antes SHOE rn 
Goldberg, 
waren s ” 'Bbloeas. * $4.00. 
BANNER SLIPPER CO., 
Simon Wax, 
Men’s and Women’s Slippers, $1.00 to $2.00. 
eaneeey: sg nol Cco., Ine., 
oward Pm 
Men’s Turn Sole Slippers, $3.50 to $10.00. 
CENTRAL SHOE CO., 
John Thorsen, I. J. Ginsberg, M. Weiss, 
otras rtised 


t 
men’s and women’s ‘Perfect ”” “Rob i 
shoes for children. Boy and Girl Scout hoes. 


commonweAlTs SHOE AND LEATHER CO., 
ene,” “Footsaver,"” and ‘Mansfield’ 
wwe @ COPELAND AND RYDER CO., 
Fred H. Wendt, 
bay iF s and Women’s “Copeg’’ arch shoes, $9.50 
CRADDOCK Marks, co., 


Dave 
Men’s, women’s and children's shoes, general line. 


CROWN SHOE CO., 


Howa Lege, 
Complete general line plus eines . advertised 
women’ 8 “Alirsteps’’, men’s ‘‘Airs' “Buster 


Brown” shoes for children, Boy — “Girl Scout 
Shoes 


DOROTHY DODD SHOE CoO., 
Julian H. Chapman 
Women’s high grade shoes, $6.50 to $10.00. 
DUNN & MeCARTHY, 
William B. Pick 
Women’s Welts and’ Littleways, $3.95. 
EMPIRE SPECIALTY FOOTWEAR Co., 


Men's and Boys’ dress shoes, work shoes and Hi- 
“‘Standon"*” 


cuts. Ladies’ Bi “children's shoes. 
tennis shoes. Rubber footwear. 


SOMA JETTICK SHOES, 
Beeson, 
Women’ 8 Welts and Littleways, $5.00 to $6.00. 
ory eet co., 


bg = misses’ quality welt shoes, in 
. $2.00 to $4.00. 
FRANZEN yy 3 & SLIPPER Co., 


Slippers, $1.00 to’ $1.50. 
tT ERRATIONAL SHOE CO., 
Julian H. Cha 


pman, 
wanes high grade shoes, $6.50 to $10.00. 
KIRKENDALL BOOT CO., 
Charles Giles, 
Riding Boots, $8.50 to $20.04, 
KLEVEN SHOE CO., 
Abe H. Goldberg, 
Womon’s “‘Sbiccas,”’ $4.00. 
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KNIGHTS-ALLEN CO., Ine., 


Men’s Tura sole slippers, $3.00 to $4.00. 
KNIGHT SLIPPER MFG. CORP., 
Howard J. 


. Engquist, 
Padded sole slippers, 79¢ to $2.50. 
manseres SHOE MFG. CO., 
iley, Fred Pfaff, 


General line of sheep skin slippers, 59¢ to 


a. Ghuatmence 6s & CO., Ine., 


st, 
Terry cloth Bath e Mules, $1.25 to $2.50. 


MELROSE SLIPPER CO., 
uel A. Wax and Simon Wax, 
Slippers and sandals, $1.00 to $2.00. 


THE MILLER SHOE CO., 


Fred H. Wendt, 
Women’s Health Building Shoes, $7.50 to $10.00. 
MONDL et Ete. DOMTARY. 


equist 
sheepwool Footwear, 59¢ to $4.50. 
NATURAL pores SHOEMAKERS, 
W. McHenry, 
Naturel Bridge ¥ Women’s Shoes, to once 
and Billiken Children’s Shoes, 300° to $4.00 


OWENS SHOE CC., 
Charles Giles, 
Slippers and Tap Dancing shoes, $2.25 up. 


QUEEN QUALITY ones co., 
Julian H. Chapm: 


an le 
Women’s high grade “shoes, $6.50 to $10.00. 
nenes werren SOLE SHOE CO., 


Engquist, 
Wooden Sole Footwear, $1.00 to $7.00. 
E. P. REED & CO., 
Edward Streeter, 
Women’s quality , 
“Sportview’’ and ‘‘Matrix”’ shoes. 
ao 4, FOOTWEAR Co., 
Shirley Temple Slippers. $1 $1.00 to $3.00, Beach 
Sandals, $1. House 


eneral line of 
Slippers, leather and aa” soles, $1.00 and up. 


R. J. SAWYER, ie 
Howard J. Engqu 
Camp and ‘Hunting , eae $2.50 to $12.00. 


0L-cA0e Goorwene co., 
Slippers, $2.50 to $3.50. 
owes 5 ome CO., Ine., 
eed 





f “Collegeb 


rd J. Engquist, 
and Pre-welt sole slippers, $1.65 to $6.00. 


TUPPER SLIPPER Co. 
Simon Wax, 
Slippers and sandals, $1.95 to $4.95. 
UNIVERSAL SHOE MFG. CO., 
Dave A. rks, 
Women’s Compos, $3.00; Women’s Uco and 
Welts, $4.00; Women's Delmacs, $4.00; Growing 
Girls” Welts, $3.00 and $4.00; Men's Welts, 
$3.00, $4.00 and $5.00. 


big yo, COMPANY, 
Complete Line Athletic Footwear, $3.00 to $12.00. 


RETAIL SHOES 
J. F. HOEFFEL & SON 
KLING’S THEATRICAL SHOE Co. 
MARTIN KRAMER SHOE Co. 
O'CONNOR & GOLDBERG 
DR. REED CUSHION SHOE Co. 


OTHERS 


ARNOLD BROS. & CO. (lasts) : 
BEE HIVE SHOE REPAIRING Co. 
BOOT & SHOE RECORDER 
CAMERON & CO. (shoe store seating) 
H. J. COLLIS MFG. CO., 
Howard 


J. st, 
Fabric and Leather Ankle Supporters, $1.00 to 
grin & an SHOE STORES CO. 
(general 


sTErsort pra Prop lo 
2 UcTs Co., 
Insoles, neal cushions, etc., 10¢ to 25¢ 











BOOT anv SHOE RECORDER, August 27, 1938 


For the 1939 woman 


SPRING STYLES 
WILL BE in “LASTEX” 


Trylon and Perisphere, 
New York World's Fair, 1939 ON.Y.W.F. 


mt 


“uy 








IGHT now The Miracle Yarn That Makes Things Fit is conceded 
R to be the headliner in the Fall shoe parade. “Lastex” is the word 
in novelties. “Lastex” is the word in gores. And, last but not least, 
“‘Lastex” is the word in the marvelous stretchable leather that makes 
possible fit and comfort never known before. According to the plans 
of a score and more of America’s leading shoe manufacturers, “Lastex” 
will be more important than ever in the coming Spring. New types of 
stretchable leathers will add to the popularity and widen the use of 


this revolutionary material. New meshes made with “Lastex” are ready 


to meet the public demand. The famous “F-A” gorings in Spring colors 


and color combinations are now ready, including “Pleatex,” “Vel-Suede” 
and “Tailored Gores.” The nationally known Hub Gores*, in gabardine, 
kid and “Checkerdine,” made with “Lastex,” are ready. 
All shoe materials made with “Lastex,” in hundreds of 
models, will be on display at the Opening Showing of the 
Tanners Council of America on September 12-13, 1938, at 
the Waldorf-Astoria Hotel, New York City. Manufacturers 


and buyers are most cordially invited to visit this exhibit. 





*Registered Trade Mark 
Everlastik, Inc., Chelsea, Mass. 








REG. U.S. PAT. OFF. 


An elastic yarn manufactured exclusively 
1790 Broadway 





ALFRED VAMOS, 450 Mar- 
bridge Bldg., New York City, the 
noted shoe designer, is sole dis- 
tributor to the trade of all ap- 
proved shoe materials, whether 
fabric or leather, made with 
“Lastex” yarn. Write to him for 


price list and samples. For book- 
lets and information on the uses 
and advantages of “Lastex” in any 
type of apparel or accessories, for 
men, women or children, always 
feel free to write to the address 
below. Keep up with the new ideas. 











by United States Rubber Products, Inc. 
New York City. 
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Red Cross No. 5332 
Ohio’s Duil Black Suede 
Ganges Lizard Trim 


Red Cross No. 5380 
Ohio’s Dull Black Suede 


There are possibly several reasons 
why a customer repeatedly comes to 
you for footwear. There are also 
many reasons why leather has some- 
thing to do with it. Setting the pace 
with new effects, new combinations, 
new colors and weights, Ohio’s Crea- 
tions in Calf have inspired Sensa- 
tions in Style. Turnover does not end 
with the purchase—it starts there. 
And Ohio’s Calfskins, always uni- 
formly high in quality, have re- 
peatedly kept the customers sold. 
Check with any nationally accepted 
line, or write us for samples. 


No. 5332 Sport Oxford—Spec‘ator tie cut ing—perforated vamp. Both models from 
from Ohio’s Dull Black Suede—with Ganges the fall line of popular Red Cross Shoes by 
Lizard trim. No. 5380 “Theta”—Pump cut the United States Shoe Corporation, Cincin- 
from Ohio’s Dull Black Suede—patent pip- nati, Ohio. 


? ?¢ 
Casaltires Pa 


A COMPLETE SERVICE IN FINE CALF LEATHERS 
THE OHIO LEATHER COMPANY GIRARD, OHIO y, @ HI 








